




















What makes a successful 
INDOOR SIGN 






FAMOUS 


Pe Led 


successful ? 








‘TIVOLI 





1th A C1018) 1) | So 


Dealed in Hon Kofillabk, 


Pabst TapaCan 








i our experience — and it extends 
into every retail field —the biggest 
single factor in the success of an in- 
door sign is DESIGN. 

A properly designed sign does three 
things: It gets attention. Creates de- 


sire. Makes a sale. 


“Canco” signs begin with design. 





Working closely with the client, the 
right design for the particular product 
is arrived at. After that, “Canco” work- 


manship — particularly “Canco” lithog- 





raphy—does the rest. 
; Listen to 


BEN BERNIE 


That’s why we say—__| wand all the lads” 
. TUESDAY NIGHT 
for successful signs, Hea ey 
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call “Canco”. 
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U.S. Pat. Nos. 1607825 and 1806425 


NOT A NEW CAP in the strict meaning of the word, but a standard C T continuous thread, full dome, 


no-knurl cap with the edge rolled in instead of out (see diagram). This treatment eliminates the usual 
gold lacquered edge, and permits the extension of solid color, or decorative design, to the bottom edge 
of the cap. Most sizes are now available. All sizes will be available August 1, 1936. Samples? 


Write Chicago or Brooklyn plants, or ask a Phoenix salesman the next time he calls at your office. 


PHD EWLE WETLAL © Dee 


2444 Ww. SPXPEENER Sis CHICAGO aa 3720 FOURTEENTH AVES, BROOKLYN 
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Cellophane Wrapped by a 
REDINGTON Machine 


Attractively . . . . Economically! 


HIS luxurious wrap protects Warfield Chocolate adequately 

against moisture, air, and dust spoilage. In addition, it makes 
this attractive package doubly attractive. Of equal importance, 
the Warfield Chocolate Co. is able to do this without adding a 
burdensome item to production costs. 


Their half pound bars of baking and milk chocolate are enclosed 
in the characteristic bevel edge baking chocolate carton. The 
handling of this unusual type of carton presented unusual diffi- 
culties, both in the cartoning and the Cellophane wrapping. 
To wrap it in glistening transparent cellulose without increasing 
their costs was also a serious problem. But unusual problems 
have become a steady diet for Redington. So Warfield’s came to 
us. As a result, their Chocolate is automatically cartoned on a 
REDINGTON Machine and fed directly into a new REDING- 
TON Cellophane Wrapping Machine—done to perfection at a 
high rate of speed. 


The new REDINGTON High Speed Cellophane Wrapping 
Machine may be had equipped with photo-electric cell to accu- 
rately register the printed design cut from a roll or it may be 
had with mechanism for applying the Easy Opening Strip so 
useful for removing cellulose wrapping. 


Investigate. now. Send a sample and a few details—with no 
obligation. 
F. B. REDINGTON CO. (Est. 1897) 


110-112 So. Sangamon St., Chicago, Ll. 





This new REDINGTON High-Speed Cellophane Wrapper 
is operating in the plant of the Warfield Chocolate Co.., 

Chicago, at a high rate of speed. The machine is compact, 74 r 1D) | N e ’ ‘@) N 
Cellophane Wrapping 

Just back of the Cellophane Wrapper is a REDINGTON M A Cc H I N i> S 


Cartoning Machine. A circular is folded and enclosed in 
the carton by the same machine. We can supply these 
machines for handling practically any type of product Also High Speed Cartoning, Carton Sealing 
and Special Packaging Machines 


smooth and quiet in operation . . . rugged in construc- 
tion... built for many years of efficient operation with 
little upkeep cost. 





to run at practically any useful speed. 








IF IT’S PACKAGING > TRY REDINGTON FIRST 


Solve Your Christmas 
Package Problems With These 


SMART NEW WRAPPINGS 


eg 


Sample Book FREE 


This book is Crystal Gift 
Wrappings ‘‘on parade.” 
Generous sized samples of 
each design are included. 
With it on your desk you 
can give careful attention to 
each design—experimenting, 
discussing, finally deciding 
on your favorite. Write for 
your copy. There is no ob- 
ligation. 


GRYSTAL 
=CHTISSUE 


Here is a quick, inexpensive way to get your product in the fore- 
front of the 1936 Christmas gift parade. It requires no new boxes, 
no new designing, no large investment. For a fraction of a cent, 
your product can be wrapped in one of Crystal’s attractive Christ- 
mas design papers to attract the millions who are searching for 
gifts that “look like Christmas.” @ Crystal offers gay children’s 
patterns, suave designs for men’s gifts, scores of colorful printed 
tissues from which to select the one that fits your product precisely. 
Or, if you prefer, there are Crystal Tissues in snowy white and in 
many plain colors. @ Tissue paper is the preferred Christmas 
wrapping because of its vast public acceptance. Crystal Tissue 
should be your choice because of its beauty, its established reputa- 
tion for high quality, its infinite variety and its reasonable cost. See 


our samples. Let them speak for themselves. 


THE CRYSTAL TISSUE CO. wala, ea 
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1WEEDEER I 


Every month Hampden shows a new box covering, 


representing the latest development in a decorated 
box paper. TWEEDTEX is our May offering. It may 
be had with a high finished flint background or with 
a dull coating like this insert. 


Why not send for the set of working sheets in several 


attractive color treatments and let your box maker try 


out TWEEDTEX on your new box. 


HAMPDEN GLAZED PAPER AND CARD COMPANY 
Holyoke, Massachusetts 








PACKAGING 
BRAINS 






W. H. DOBLE— 
Pneumatie’s Founder 
1895. W. H. Doble, 
Pneumatie’s Presi- 
dent, is the man whose 
far-seeing vision is re- 
sponsible for today’s 
widespread 
folding carton pack- 
ages. As early as 1890 
he began experiment- 
ing with a means for 


use of 


W. A. JOPLIN—a 
Pneumatic Engineer 
since 1908. William 
Joplin is one of Pneu- 
matic’s ablest “‘inven- 
tors.’ Inventor isn’t 
the most correct term 
because tt dvesn’t give 
a true picture of the 
work which Pneu- 
matic Design Engi- 
neers accomplish. He 


G. A. ROBINSON— 


a Pneumatic Engineer 


for 25 years. George 
Robinson is another 


of the industry’s lead- 
ing machine designers. 
He has been creating 
smooth running, high- 
ly efficient packaging 


A. W. LINDHOLM 

with Pneumatic 
since 1899. Arthur 
Lindholm is Pneu- 
matic’s Chief Con- 
sulting Engineer. To 
him goes the major 
credit for making our 
first. crude machines 
really successful. He is 
recognized as the lead- 
ing authority on auto- 


S. R. HOWARD— 


25 years with Pneu- 


matic. Stanley R. 
Howard, Chief De- 
sign Engineer for 


Pneumatic, is the man 
who supervises the de- 
sign of new equipment 
as well as improve- 
ments for existing ma- 
chines. His is the job 
of maintaining Pneu- 





mechanically forming has created many of 


filling and sealing our most successful 
pasteboard boxes. automatic machines. 
* 


HERE is no boast in the statement that Pneu- 

matic’s group of packaging engineers represents 
the most skilled and experienced staff of its kind in 
the world. It happens to be true, and it is made mere- 
ly because we believe that packaging machinery 
purchasers are entitled to know the facts about the 
engineering background and facilities of the concern 
from whom they might buy equipment. 


Every machine must first be created in the brains 
of men—and it can be no better than their knowl- 
edge will make it. Many of Pneumatic’s engineers 
have spent their whole productive lifetime on auto- 





PNEUMATIC SCALE 


machinery for 


thana quarter century. 


* 


more i : 
matic packaging ma- 


chinery. in machine design. 


* 


matic packaging machinery design and construction. 
The average term of service of all Pneumatic engi- 
neers, which includes the younger men who work with 
our distinguished veterans, is more than 11 years. 


This welding of inspired youth and seasoned judg- 
ment leaves no dearth of new ideas while it results 
in sound development. The recognized mechanical 
excellence and operating dependability of Pneu- 
matic machinery are the inevitable result of the qual- 
ity and versatility of this brain power that this 
company applies to its building of packaging and 
bottling equipment. 


PNEUMATIC SCALE CORPORATION, LTD 
71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 


Branch Offices in New York, 117 Liberty Street. Chicago, 360 North 
Michigan Avenue. San Francisco, 320 Market Street. Los Angeles, 
443 South San Pedro Street. Melbourne, Victoria. Sydney, N. S. W. 


and King Street Chambers, Leeds, England 
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Sell-o-face bag form- Old style square 

ed from bond paper type made of bond 

and Cellophane. paper. Tin-tie 
closure. 


BY RO/#YAL 


apemeneere = MADE OF VARIOUS TYPES OF [nani 
—- Tin-tie PAPER, GLASSINE OR CELLO- duplex type. 
mu = PHANE, OR FROM COMBINA- 
a TIONS OF THESE MATERIALS, 
AND WITH EVERY VARIETY OF 
FINE PRINTING, BAGS BY ROYAL 
LEND SPARKLE AND SALES Be oe 
APPEAL TO A THOUSAND- MILK 


AND-ONE VARIED PRODUCTS. ane 
c P = ~ chu 
) rile for es amples 






































THOMAS M ROYAL & CO 


Square bottom bag PHILADELPHIA USA 


NEW YORK CHICAGO _——DETROIT-—~PITTSBURGH —s BOSTON th Cellooh 
ST.LOUIS MINNEAPOLIS SANFRANCISCO DAYTON SYRACUSE wi sHepnere 
FORT WORTH ATLANTA HOUSTON window. 





Die cut window 








bag of bond paper 





of waxed glassine. 
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...that helps sell merchandise 


at the 


An outstanding product, in an outstanding 
package deserves an outstanding Display. The 
Castilian Products Corporation, of Hollywood, 
Calif., manufacturers of Princess of Hollywood 
Cosmetics, take pride in the distinction of 
winning the Silver Award in the 1935 All- 
America Package Competition. . . . So, when 
they considered a syndicated store Display for 
their award-winning line, they naturally turned 
to us. 


POINT OF SALE! 


The result is an outstanding paperboard Dis- 
play, built around a facsimile of the Silver 
Award. This distinguished and artistic Display 
leaves nothing to be desired in design, con- 
struction gr color. . . . Similarly, we can make 
a Display for you that will add prestige to your 
product; win dealer cooperation and attract 
consumer customers. We have the plant and 
staff to do the job from rough sketch to com- 
pletion. Write us. 
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THAT’S WHY ACME ¢!.)"0% 
PREFERRED BY LEADING SHIPPERS 


@ You can’t get top performance from a car 
if a spark plug fails to do its job. Nor can 
you get best results from shipping cases if 
the stitching wire fails to do its job. 


Acme Silverstitch faithfully performs for 
leading shippers year after year. Its quality 
is unvarying. 


Absolutely accurate in width, temper, thick- 
ness, Acme Silverstitch permits fast, accu- 





(| fap 


titdy is 
o. 4 YY WW 


rate stitching. Strong, it provides firm 
staples that hold securely. 


Thoroughly galvanized by the Acme 
method, Silverstitch resists the rusting effect 
of moisture. Generally, protective liners can 
be eliminated. 


In 10-lb., one-piece coils, Acme Silverstitch 
means faster stitching, fewer stops for coil 
changes. Let us send you a free 5-lb. test 
coil in the size you use. No obligation. 


ACME STEEL COMPANY 


GENERAL OFFICES: 2843 ARCHER AVENUE, CHICAGO, 


ILL. 


Branches and Sales Offices in Principal Cities 





STITCHING WIRE GIVES STRONGEST, SUREST JOINTS IN CORRUGATED 


AND SOLID FIBRE BOXES 
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THE SMART CHRISTMAS PACKING | 


i , ‘ 
for Y j oo 


ecole diate mm ele) for Christmas, 
alias) fadevahiolsiaks ite) 
au mlolitoloh am olola dlalek Pam iamal-ii ey 


e to something else. 


r golden Reynolds Metal lends 

OME isle la pmmole Silalcihi-Minlo)ifekoh am olola diate Mm aalali-tome ai it 

a colorful design it forms a package with exactly the right 
imfoliokoh Mme hiaslekteolal-14-) aielaba tole) diate MRolals Mol’) ote) etiil-trolgel 
nary ... a package which literally lifts itself from the 


counter into the purchaser's hand. 


REYNOLDS METAL 


REYNOLDS METALS COMPANY 19 RECTOR STREET, NEW YORK CITY 
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If you have an UGLY DUCKLING 


... try the “beau brummel” route to popularity and ap- 
peal! Appearance is half the battle in capturing sales —and 
many an “ugly duckling,” garbed in a new attire, has be- 
come an overnight sensation. 

And so it is with packaged articles. Even the most 
commonplace product — primed for sales action in a 
sparkling Kimbie Glass Vial— blazes new and profitable 
trails through crowded markets and competitive fields. 
Pills, powders, capsules and tablets—oils, perfumes, chemi- 
cals and extracts — compel buying attention and demand 
“front row” display when sampled and packaged in these 
colorfully closured and labelled Kimble Vials. They be- 
come smart, alluring products. They capture new sales 
and new friends through the beauty, daintiness and con- 
venience of their crystal Kimble containers. 

Kimble Vials — annealed — air-tight and leak-proof — 
are available for cork closures, droppers, applicators, 
Goldy Seals, Re-Seal-It Caps, screw caps, shaker tops, and 
many special tailor-made closures adaptable to your sam- 
pling or packaging requirements. 


/ 


Consult Kimble first — for the last word in modern packaging. 


KIMBLE GLASS COMPANY. - - VINELAND, N. J. 





NEW YORK+ CHICAGO > 


(OX 


PHILADELPHIA+DETROIT* BOSTON 
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THE Gucceut XG LU, OF AMERICAN BUSINESS * 


PREFERS A. C. M. CLAY COATED CARTONS. 








H FOR 
| SEADACHES 
EURALGIA 


a rane’ ig | x We believe a con- 
oth large and small, . sultation (without ob- 
recognize the shelf, s: ; ligation) with A.C.M.’s 


counter and window dis- t desi ight 
play appeal of attractively oe ealguers mig 
cartoned merchandise. They bring about a distinct im- 


know the advertising value of provement in your present 
the greater stiffness . . . the smoother packaging .. . and your sales. 
finish . . . the higher brilliance of A.C.M. Write suggesting a convenient time | 
Clay Coated Cartons. for a consultation at your offices or ours. 


Protect your product against counterfeiting. Specify our patented Coun- 
terfeit-proof board for your cartons. Complete information on request. 


sae 


AMERICAN COATING MILLS, INC. 








CHICAGO CARTON DIVISION "MEMPHIS 3 Hae 

; a Se) 
Wrigley Building ELKHART, INDIANA Dermon Building 2 i ‘in 
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THIS IS A SAMPLE OF 


Boauw -Ray 


eANOTHER STRIKING CREATION 
by MARVELLUM 





@ IT CAN BE SUPPLIED 
IN ANY COLOR COM- 
BINATION YOU DESIRE 


The standard colors are Silver background with 
Black, Red, Blue, Green, or Yellow overprint. 
However, if your packaging needs are best 
served with any other color background or over- 
print, we can produce BEAU-RAY to meet your 
requirements. This interchanging of color com- 
binations applies to ALL Marvellum papers. 


(See Marvellum Tip-on in other section of this book) 





@ WITH EXPERT PACKAGE- 
CREATION HELP FROM 
MARVELLUM DESIGNERS 


Creating smart, exclusive designs is part of 
Marvellum’s packaging service. Take advantage 
of our modern facilities and years of experience. 
They practically guarantee a successful solution 
of your packaging problems. Why not write and 


let us know your requirements? 


Jhe MARVELLUM COMPANY 
Papors Distinctwe 


HOLYOKE ‘ 


MASSACHUSETTS « 


U.S.A. 





DISTRIBUTORS:—Bradner Smith & Co., Chicago, Ill. - Henry L. Goodman, Boston, Mass. ~ A. Hartung & Co., Philadelphia, Pa. 
Nassau Paper Co., St. Paul, Minn. - John Leslie Paper Co., Minneapolis, Minn. - Matthias P 


Corp., Philadelphia, Pa. 


aper 
Hughes & Hoffman, New York, N. Y. - Holyoke Coated & Printed Paper Co.. New York. N. Y. - Blake, Moffitt & Towne, Pacific 
Coast - Orchard Wilkinson 


Paper Co., St. Louis, Mo. - E. H. 


& Co., Ltd, Toronto, Canada 
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1026 W. ALLEGHENY AVE. 






CROWN CORK & SEAL CO., INC. 


has acquired the 


ACME CAN CO. 


PHILADELPHIA, PA. 


manufacturers of 


METAL CONTAINERS 


A NEW and larger plant, to be 
fully equipped with the most mod- 
ern can making machinery is 
being erected in Philadelphia, af- 
fording increased and adequate 
production for early deliveries on 


all types of metal containers. 


PACKERS’ SANITARY CANS will 


be available for current season’s 


operations. 


Address all inquiries regarding 


metal containers to 


CANS 
for 


PACKERS 
BEER 

OIL 

PAINT 
VARNISH 
LACQUER 
TALCUM 
TOOTH 
POWDER 
COFFEE 
CANDY 
TOBACCO 
and various 
other types of 
Plain and 
Lithographed 
METAL 
CONTAINERS 


ACME CAN COMPANY 





PHILADELPHIA, PA. 
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a WHITE CAP 5 4 


TO OPEN | LOS URE TO RESEAL 4 


Press On 


For Over Thirty Years A 


MEMBER OF 
WESTERN DIVISION 


OUR LINES: 


Advertisers Paper Mills 
Appleton Coated Paper Co. 
Ben-Mont Paper Co. 
Beveridge-Marvellum Co. 
Blackstone Glazed Paper Co. 
Dennison Manufacturing Co. 
Holyoke Card & Paper Co. 
Hopper Paper Co. 
Kalamazoo Paper Co. 
Kimberly-Clark Corp. 
Marvellum Co. 

Mosinee Paper Mills 

Morart Paper Co. 

Nashua Gummed & Coated Paper Co. 
Orchard Paper Co. 

Pejepscot Paper Co. 
Reynolds Metals Co. 

Riegel Paper Corp. 

Welsh Paper Co. 


Wyomissing Glazed Paper Co. 


Bixerelat-lemsianlilais an Golan] exe] aN 


EST. 1852 


litatetts 


Chicago 


MAIL THIS COUPON 


Please send us samples and complete in- 
formation on your various lines of BOX 


COVERINGS. 


Name 


Firm 


Address 
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All Smitherafted containers are built with 
an “after-use’’ in mind. The tooled leather 
candy box, illustrated below, has an obvious 
after-use as a hosiery or handkerchief box; 
the Nail polish container becomes a jewelry 
chest; the book-box container for liquor 
becomes a cigar and cigarette humidor; a 
foodstuffs Christmas package container 
becomes a deluxe waste basket; an elec- 
tric heating pad container becomes a 
fine linen and lace chest; a beautiful 
wedgwood bath salts container 
becomes a permanent addition to 

the bath or boudoir. 


Offices: 
New York - Buffalo 
Pittsburgh - Chicago 
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THE S-K- SMITH CO- 
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A. A. Lubersky, Sales Mgr. 


9857 NO- WESTERN AVE: CHICAGO, ILL: a 





SMITHCRAFTED CONTAINERS 


GIFT PACKAGING! 


They have proven particularly successful as gift con- 
tainers, their unusual beauty and richness, their 
distinctive appearance (suggestive of “quality”). 
combine, with their obvious “after-use.” to make a 


greater value of the gift package. 


Smithcrafted containers have been used to package 
many different products, such as,— 


Candy ... Fruit Cakes . . . Cos- 
metics . . . Soaps . . . Women’s 
Hosiery . . . Men’s Accessories . . . 
Jewelry ... Silverware . . . Station- 


ery ... Electric Heating Pads... 


No matter what your gift packaging problem may 
be, our experience with the successful exploitation 
of Smitherafted containers with so diversified a line 
of products prompts us to believe we can create a 
Smitherafted container to solve your problem as 


well. . 


There is little restriction as to shapes and sizes in 
which they can be built, or of colors and design 
treatments in which they can be had, whether of the 
more typical hand tooled leather effects—or of 
handcrafted metal, wedgwood, and even molded 
effects. We suggest you submit your specific problem 


for suggestions. There is no obligation, of course. 
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Conn. for the manufacture 
of 
STAINLESS METAL FOILS 








PROTECTION AND 
EYE APPEAL PLUS 


HEAT PROOF 
ODOR PROOF 





| | LIGHT PROOF 





VERMIN PROOF 
| MOISTURE PROOF 


PERMANENT BRILLIANCY 


. ARE ALL THE QUALITIES WHICH WILL BE INCORPORATED IN YOUR 
PRODUCT WHEN PACKED IN STAINLESS METAL FOILS. 


THE PRACTICAL AND ECONOMICAL GENUINE METAL LEAF COVER MADE 
OF ONLY THE BEST QUALITY METAL OF UNIFORM THICKNESS. 


STAINLESS METAL FOILS Are also the proper insulating materials as they have the 
power to reflect 95% of all radiated heat. 








A large list of perishable and semi-perishable products can today be protected and 
| saved. Stainless Metal Foils are the ideal protection for: 





PERISHABLE SEMI-PERISHABLE 
| 
Butter Yeast Box Covers Labels 
Candy in its various forms Ice Cream Box Liners a 
Chocolate Cut Tobacco Cartons 
| ——— Gum _— uitiCee tien Gift Wrappers 
Cake Milk (Bottle Caps) Typewriter Ribbons Window Displays 
Cheese Photo Films Bottle Necks Housing Insulation 


OUR PLAIN STAINLESS METAL FOIL CATALOG IS AT YOUR DISPOSAL 


KELLER-DORIAN 
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KELLER-DORIAN 











STAINLESS METAL FOIL in its various finishes, PLAIN AND EMBOSSED IN 
SILVER, GOLD, COPPER, GUNMETAL AND ANTIQUE will hold and attract the eye. 


They are the most effective sales medium your product can possess in dressing up your 
cartons, boxes and all types of packages. The advantages of product protection, durability 


and display value are combined in these finishes. 


Although our Stamford plant is a new mill, it is backed by the knowledge, experience and 
R craftsmanship of our long established European mill, the original manufacturers of foil 


backed paper. 


OUR LIGHT EMBOSSING, HEAVY EMBOSSING AND ANTIQUE CATALOGS 
CONTAIN OUR FULL RANGE OF DESIGNS AND FINISHES. 























»2 s COTTON VELOUR 


On the 18th of March 1888, Mr. A. Keller-Dorian always in search of original and 
beautiful effects discovered that by applying crushed cotton in powder form on a 


paper covered with a mordant coating, a perfect imitation could be obtained of 


SUEDE LEATHER 


This stroke of genius started Keller-Dorian’s fame and prestige. Since that mem- 


orable day which marks an important phase in the history of Fine Cover Paper 


Manufacturing 


KELLER-DORIAN’S COTTON VELOURS 


have attained far reaching renown. All select and exacting users and designers in 
North and South America, Europe, Asia and Africa have, during these many years 


acclaimed this quality as the outstanding creation in cover papers. 








14th Price 
Reduction 


This new sav- 
ing in cost will 
permit the use 
of Cotton Vel- 
our in several 
fields where 
they were here- 
tofore prohibi- 
tive duetoprice. 
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Obtainable in the twenty exquisite colors contained in our 1936 Catalog. 


KELLER-DORIAN 
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KELLER-DORIAN 


SILK VELOUR 


symbol of Beauty — Distinction — and 
Quality known the world over as the 


Aristocrat of all DeLuxe Cover Papers. 


Comes to you in thirteen exquisite col- 


ors of appealing freshness. 


The use of SILK VELOURS assures the 
Attention, Value and Magnificence that 
only this unique real silk surface of out- 


standing quality can provide. 


Exceptional effects can be obtained by 
printing SILK VELOUR’S unusual sur- 


face in line or halftone. 


In SILK VELOUR, Keller-Dorian have 
arrived at a masterly portrayal of color 


harmony, beauty and effectiveness. 


Ask for our 1936 
SILK VELOUR 
Catalog 








original value. 





10th Price Reduction 


brings the cost of this 
quality to 50% of its 





KELLER-DORIAN 








MADE IN U.S.A. 
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presents a new Pearl Paper—MOTHER OF PEARL—so low in cost that it permits 


its use in every field. 





ODORLESS 
NON-CURLING 
PERFECT PRINTING QUALITIES 
ABSOLUTE CONTROL OF CRYSTALLISATION 





| these combined features make Keller-Dorian’s 1936 MOTHER OF PEARL ideal for: 


Boxes 
Greeting Cards 
Candy Packages 
Announcements | 

















The faint and exquisite pastel shades of the South Sea Shells are reproduced and are 
available in the many colors contained in our Catalog. 





Ask for our MOTHER OF PEARL Catalog 































comes to you in many colors and 
a designs. The soft luxurious effects 
‘ shown in our 1936 Continental Gloss 


Catalog will lend to your 


: Boxes 
Cards 
Catalogs 


Displays 


Beauty and Character 


CONTINENTAL GLOSS will meet 
with the approval of your most ex- 


acting customers. 


SMART, PRACTICAL and 
ECONOMICAL 


4 Our 1936 Continental Gloss Catalog 


is available on request. 


KELLER-DORIAN 





CONTINENTAL GLOSS 





MADE IN U.S.A. 
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WOOD GRAIN PAPERS 


KELLER-DORIAN in 1936 etilees available a series of wood 


effects closely resembling 


OAK PLATANE SYCAMORE 
BIRCH CHESTNUT MULBERRY 
POPLAR ROSEWOOD MAHOGANY 


These papers possess admirable decorative, printing and 
working qualities so essential to the beauty and construction 


of boxes, greeting cards, displays and catalogs. 


Their low price range and the fact that they are carried in 


rolls make possible their use for quantity production. 
The following papers are fade proof and water fast: 
Platane Sycamore Chestnut 


Birch Rosewood Mulberry 
ASK FOR OUR 1936 WOOD GRAIN CATALOG 


KELLER-DORIAN 
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* BLAKE, MOFFITT & TOWNE, Sixth & Webster Sts., Oakland, Cal. 





REPRESENTATIVES 


















THE PRATT PAPER COMPANY, 136 Federal St., Boston, Mass. 


ORRIN 0 cae 


THE MATTHIAS PAPER CORPORATION, 
425 Arch St., Philadelphia, Pa. 


THE QUEEN CITY PAPER COMPANY, 
2062-2068 Reading Road, Cincinnati, Ohio. 


DWIGHT BROTHERS PAPER COMPANY, ; 
626 South Clark St., Chicago, III. 


RYT aeRRRNRE EE 


THE ORPCO PAPER COMPANY, 
158 North Broadway, Milwaukee, Wis. 


ORCHARD PAPER COMPANY, 
3914-24 North Union Blvd., St. Louis, Mo. 


NORTHWEST PAPER SALES INC., 1203 Western Ave., Seattle, Wash. 


BLAKE, MOFFITT & TOWNE, 


| 

| 

| 

' 

| 

THE CHICAGO PAPER COMPANY, 801 South Wells St., Chicago, III. 
242 South Los Angeles St., Los Angeles, Cal. 

| 

i 


BLAKE, MOFFITT & TOWNE, 41 First St., San Francisco, Cal. 


PAPER SALES LTD., 11 King St. West, Toronto, Canada. 


PACIFIC & ATLANTIC TRADING CO., S. A., 
Gante 15 Mexico,:D. F., Mexico 
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| The-DUO-by 
PRINTCOTE! r oy 


A Modern Machine for Duplex Decoration 











BUY THE “ALL-PURPOSE” 
and You Have All Machines— | 


A TWO COLOR PRINTING 
AND TINTING MACHINE 


1 PRINT TWO COLORS IN REGISTER — ONE SIDE 

2 TINT AND PRINT ONE SIDE 

3 TINT BOTH SIDES, SAME OR DIFFERENT COLORS 

4 PRINT BOTH SIDES—SAME OR DIFFERENT COLORS 
S TINT ONE SIDE AND PRINT OTHER SIDE 

6 TINT ONE SIDE-DOUBLE COATING OF SAME COLOR 


Aniline - Oil - Water - Rotogravure Colors 


Welded steel frames—self aligning ball bearings. Prints with rubber or 
metal surface printing rollers or plates or by the Intaglio method with 
photo-engraved or milled copper rollers. Steam heated drying cylinders. 


AVAILABLE FOR INSPECTION OR TRIALS 


The PRINTCOTE COMPANY 








lll FIFTH AVE... NEW YORK CITY 
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This candid camera closeup reveals in 
modern note the charm of quaint 


design expressed in these packages 


by Mary Dunhill of London. 


KARL VOSS CORPORATION 


Division of Shoup-Owens, Inc. 


HOBOKEN @P> 


MODERN PACKAGING 


NEW JERSEY 
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that carry the ‘Lrue 
Christmas Spirit 


Thirty-one Papers - Cleverly Designed 
Beautifully Executed 
New - - - Brilliant - - - Attractive 


i] 





| ,. Nashua Gummed & Coated Paper Co. 


SBS Nashua, New Hampshire X 
ZIAWS) = j 
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A CONTAINER FELLOWSHIP! 





@ MANY NAMES 
@ VARIED PRODUCTS 





SPONSOR! 


GREAT NAMES in Merchandising! 
Product leadership that endures ¢ 
gained by policy and follow-thru 
of product reputation! @ House and 
product prestige are carried for- 
ward by CONTAINERS ofa family 
grouping ® each item of a line to 
share alike. @ “NATIONAL” cre- 
ates a CONTAINER FELLOWSHIP 
of House Lines®an originality in de- 
sign and individual display value. 


BE CONTAINER-WISE 
GO ’"NATIONAL” 


NATIONAL CAN COMPANY .- Inc. 


One of America’s Largest Canmakers 


EXECUTIVE (Ot 2s ae mem a) e i EAST 42nd Ni a a an a e Se ad YORK 
SALES OFFICES AND PLANTS 
0A Bi £0) ;) ae) 4 Ga me : 7,009 00) (O);) EM 1; (10) 49 4, « CHICAGO * BOSTON « DETROIT * NEW ORLEANS «+ HAMILTON, OHIO 
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‘Che Daper Lacquer 
that Glorifies (Beauty 


CRIS TALUS TOE 


a) = F 
»Abvnss engraver, typosrapher, lithographer, paper maker 


.all unite to produce a perfect job. But it’s CRYSTALUSTRE 











r. 


that brings out... glorifies the beauty that cach has wrought. And 
its CRYSTALUSTRE that protects their work against those 


] . 
Seauty destroyers—smoke, smudge, RY are! moisture. 


M&W representatives—experts in the art of lacquering—will 
be slad to tell you more about this lustrous, flexible, durable, 


washable lacquer. 





MAAS AND WALDSTEIN COMPANY 
438 Ri rside Avenue New ark, New Jersey 





roduds of LACQUERS & LACQUER ENAMELS forall PURPOSES 
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NEW DECORATING MATERIALS 


by 
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@ These rich, luxurious decorating mate- 


rials, developed under entirely new processes 
by Dennison, bring you unlimited opportuni- 
ties for the creation of the finest displays— 
at a mere fraction of their usual cost! Used 
freely, in place of expensive fabrics, metals, 
and woods, which they resemble to a startling 
degree. these new materials offer the ideal 
solution of your prestige display require- 
ments. 


There are eight new materials in all—four of 
the rich, soft, cloth-like kind to cover the 
full range of fabric decorative treatments; 
and four semi-rigid materials, in a wide range 
of surface treatments for pedestal, panel, and 
cut-out use. 


Actual swatches of some of these new decorat- 
ing materials will be found in the special 16- 
page display section of this issue. 


Ask to see samples of the complete line— 


Dewnioons 





simply write or send the coupon below to the 
Dennison Manufacturing Company, Framing- 
ham, Mass. 


Also. Let Us Show You How DENNISON 
Can Help You With Your PACKAGING 


Here, as in the case of display, our complete staff is 
at your service, without cost or obligation. Whatever 
your packaging problems may be—boxes, labels, tags, 
seals, printed wrappings, envelopes—our technical ex- 
perts in design, research, and production are ready to 
help you solve them—quickly, efficiently, and econom- 
ically. For complete information on Dennison’s Pack- 
aging Service, simply check the coupon below. 





1 i 

5 
' DENNISON’S, Dept. S-227 
' “ q 
« Framingham, Mass. } 
1 
A ____Furnish sample swatches and complete details on Dennison’s : 
: new display decorating materials. 5 
1 ______ Show me how Dennison’s Packaging Service can help me. I q 
1 am interested in tags, seals, _ labels, _ boxes, i 
1 printed wrappings, envelopes. 1 
| | 
| | 
DB NOME. Soe ei cee 6 Kke esi CeCe ener guesoe me tancevemewten | 
1 1 
1 ' 
DB SMEG ahi divedicdedesde teeta edeGedans ced eciedeae en eae | 
| | 
| : 4 
i. GRR ite eet ade ceweseenaausene eemere es KSEE CCE | 
| 
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DISPLAY and PACKAGING 


SERVICE 
MAY 1936 


21 





























Company of 
age their 


t Milling 


Lig oh 
1 to a 


he 


When T 


ral, Kansas 


Libere 
akfast 


se bag» 


begal 
3 -color 


pre cereal a 
cellophat yolume 


meee ynereas 


were 
able expe ri- 


vision 


is profit 
ackaging pi 





Wi 
ors 


lf 
cu 














Coa am 


| Gs phone or a letter will bring you our 


latest sample books showing many 


ideas for covering your Christmas 


and “Year-Round | Gift Boxes. 


Sheets for dummy purposes will be 
gladly -sent upon request. 


' ° yY ' ° Nc. 
Authorities on Box Covering Papers 


303 LAFAYETTE ST... NEW YORK 


624 So. Miller St. 167 Oliver Street 
CHICAGO BOSTON 


Sa “Has your bene bee *¢ Ef “4 
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Shis sample 1s Silverflake No. 63.45 carried in four beautiful colors 
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WITH RICHNES>? 


i For seals and labels in keeping with their packages, the makers 

of Imperial Formula Cosmetics turned to Stanley. The deep- 
embossed, brilliant, clean-cut Stanley seal, practically impervious to 
handling or "wear" becomes a permanent and harmonious part of a 
distinguished package. @ It is not expensive to give the rich effect 
of Stanley quality labels to your packages. We will gladly submit ap- 
propriate samples—or a design sketch—to illustrate what we can 
do for your product. No obligation. 





THE STANLEY MFG. CO., DEPT. M-5, DAYTON, OHIO 
New York: Room 913, 200 Fifth Ave. Chicago: 714 Westminster Bldg., 110 South Dearborn St. 


STANLEY ‘anovvasecs™ 


MAY 1936 

































SHEFFIELD PROCESSED TUBES 


TUBES THAT SELL 














OR TUBES THAT SIT 





There is a difference in tubes. They are not all 
alike. There are tubes that SELL and tubes that 
SIT . . . sit endlessly on dealers’ shelves, slowing 


up sales, cutting down profits. 


You know what it means when tubes are defec- 
tive . . . or shoddy in appearance. Disgruntled 
dealers! Dissatisfied consumers! And then... a 


product that doesn't repeat. 


SHEFFIELD Tubes help to keep your product 


moving and sales repeating. 


The reason? A rigid, double inspection of 


every tube that leaves our plants. That means a 


hundred and forty-four good tubes in every 
gross. No defects, no scratches, no flaws or 


blemishes however small. 


And there's another reason: This company's 
designing staff . . . men who know merchandis- 
ing ... men who know how to give your tube the 
modern design and advertising display that count 


so much in present-day selling. 


That's why manufacturers now agree that the 
"tubes are tubes" theory is all wrong. They have 
proved conclusively that it's good economy, and 
good sales strategy, to specify SHEFFIELD 
TUBES. 





New England Collapsible Tube Company 


New York 
500 Fifth Avenue 


New London 
Connecticut 


Chicago 
3132 South Canal St. 
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elect A PILLIOD CREST 


IN THESE NEW RARE WOOD FINISHES 


Beautiful, richly finished boxes are no longer a luxury. Perfect reproductions of expensive, rare wood grains are now avail- 
able at surprisingly low cost. 


Pilliod, rare wood finishes are particularly adaptable to boxes for the packing of confectionery and confectionery products, 
fruit cake and many other types of merchandising. A wide range of grain character and colors permits selection for either 
feminine or masculine appeal. 


Many of these beautiful boxes are carried in stock, others tailored to meet the need of your particular product or requirement. 


See display at Booth 409 during National Confectioners’ Convention and Exposition at the Waldorf Astoria June 8 to 12 in- 
clusive, or write us for further details. 


THE PILLIOD CABINET CO., SWANTON, OHIO 
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MEETING RIGID TESTS 


adding Beauty and Protection 


Because S-W Finishes meet the detailed 
physical and chemical requirements, 
and fit today’s production schedules, 
Casper Tin Plate Co., Chicago, has made 
them standard. 

. View of modern Photo Composing Machine 
for accurate control of Casper printing. 

. Finishing materials being tested before 
transferring to the large coaters. 
Checking sheets from a latest design press. 

. Testing batch runs in model vacuum capping 
unit. Finishes must stand fabrication, cap- 
ping and chemicals. 

. Some caps, closures, etc. manufactured by 
Casper Tin Plate Co. 

Sherwin-Williams is Finishing Research 
and Engineering Headquarters. For your 
Tin Decorating and Paper Finishing re- 
quirements, . write The Sher- 
win-Williams Co., Cleveland, 
Ohio, and principal cities. 


SHERWIN- @& WILLIAMS 


= t WN Re ee | ae 
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* 
On Your Gift Box... 


Use a Chrustmas Box Wrap sclected from 
Dyonge Yew (hustmas Presentations 










Five Swatch books in a new and brilliant presen- 


tation of designs created by Dejonge for every 






gift box requirement. Stunning finish and design 





distinction in the largest assortment of finishes 






and colors we have ever prepared, and all stocked 


for your convenience. 






Use Dejonge Christmas Presentations on your Gift Boxes 





and know that their success is certified. Swatch books or 








working sheets will be mailed promptly upon request. 





LOUIS DEJONGE & COMPANY 
155 Sixth Avenue New York 


BRANCHES: CHICAGO, BOSTON, RICHMOND, BUFFALO 


AUTHORIZED {| D. L. WARD COMPANY, PHILADELPHIA 
REPRESENTATIVES { ZELLERBACH PAPER COMPANY, PACIFIC COAST 
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‘Details of special and exclusive Christmas designs 





upon request. 
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\ auiggge ... the product of Celluloid Corpo- 
ration ...is doing wonderful things . . . Just for 
instance, there’s the COTY transparent molded cover 
of Protectoid — you have to see it to believe it... 
COLUMBIA Powder Puffs in their irresistible rigid 
container of transparent Protectoid ... MANHATTAN 
Shirts lying as flat as a pancake in their gleaming 
Protectoid wrapping . .. GOODMAN Noodles always 
looking fresh and appealing 
through the perfect transpar- 
ency of a non-shrinking, non- 
stretching Protectoid window 
package. Doing wonderful 


things? Yes...and here’s why. 


PROTECTOID 


REG -U-S- PAT: OFF 


panapanen 


Protectoid does not shrink; it does not stretch; it is 
not affected by temperature or humidity changes; 
it is water-proof, germ-proof, grease-proof; it ce- 
ments easily and firmly (actually a weld); it does 
not dry out nor discolor with age; it has a perfect 
surface for multi-colored printing. yx xx x + For 
booklet of samples showing this most versatile 
packaging material in all weights, “get in touch 
with Celluloid.” Merely ad- 
dress Celluloid Corporation, 
10 E. 40th St., New York City. 
Sole producers of Celluloid, 
Lumarith and Protectoid. 
(Trademarks Reg. U. S. Pat. Off.) 


PACKAGING MATERIAL 
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PHOTOGRAPH BY MARGARET BOURKE-WitiTE 


a 4 ¢ 
VeléEee ef There is a Resinox molding material for every molding need. 
Ask your molder for detailed information, or write 
RES NOX, Resinox Corporation, 930 Park Avenue, New York, NY. 
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WE'RE EXPANDING” 


Ol murellameviite-kelaron-ialtelget-re 
factory is now located at 95 
Morton Street, New York City. 
The telephone number re- 
mains the same... WAlker 
5-3352. We thank our friends 
whose appreciation of our 
products has made our 


expansion necessary. 


POPE & GRAY, Inc. 
95 MORTON STREET 


FORMERLY 333 HUDSON STREET 


NEW YORK CITY 


@ This Insert Produced with ONE-IMPRESSION 
Each of HI-GLOSS Red and Blue. 


























A BIG BUILD-UP .. . a lot of money spent for adver- 
tising . . . every effort made to impress the 
public with the merits of your product . . . definite 


consumer interest finally established. 


Then what? The consumer goes to the store . . 
finds your product on display. How does it measure 


up—IN HIS EYES—with what you've said about it ? 


If it seems to fall short — if it looks like just another 
product — his interest wanes — and much of the effect 


of your build-up wanes too. 


Let Ritchie help you to sustain the prestige you have 


established. Cash in on the consumer interest your ad- 


NEW YORK PHILADELPHIA DETROIT CINCINNATI 


AFTER THE ADVERTISING --- WHAT ? 


vertising has created! Drive home those advertising 
appeals ... drive them home at the point of sale — 


Witu A Packace By RirtcuiE! 


In a Package by Ritchie your product “looks the 
part” . . . follows up your advertising with all the 


force of visible, obvious quality. 








W. C. RITCHIE AND COMPANY 8849 BALTIMORE AVENUE CHICAGO 


LOS ANGELES 


WRITE FOR THIS BOOKLET 
It will give you a new appreciation of 
modern packaging . . . and new ideas on 


point of sale merchandising. Explains in 





detail how the Ritchie organization oper- 
ates and how it can be of assistance to you. 
Important to every merchandising and 


sales executive. Write for your free copy. 
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29 


MINNEAPOLIS 
MAY 1936 
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This solid molded-flange Closure is 
practically break-proof as a result 


of improved construction. It makes a 


perfect re-sealer 


For a wide variety of bottled prod- 
ucts this modern Closure offers the 
most efficient solution to the seal- 


ing problem 


MODERN PACKAGING 





THE CROWNING PERFORMANCE 


Molded Flange Closures are offered by Mundet in three 
most serviceable styles. The type shown on this page is 
a SOLID Molded-Flange Closure—a style that has dem- 
onstrated its high sealing efficiency for a wide variety 
of bottled products. 


This Closure combines the ever efficient CORK with a 
smart, molded crown .. . it offers an all-cork seal and 
dresses up the bottle. The molded flange grip simplifies 
opening and sealing. 

The latest improvement in Mundet Solid Molded-Flange 
Closures is shown in the phantom illustration above. 
The flange and cork are anchored in a permanent, vise- 
like grip which prevents the cork from breaking ‘off in 
use. This principle is an exclusive Mundet feature. In 
stock sizes for standard G.C.A. openings. In colors or 
in black. Ask us for samples. 


MUNDET CORK 


CORPORATION 
65 S. 11th Street, Brooklyn, N. Y. 


Offices and Warehouses in Principal Cities 




















You can tell the champs from the chumps in 
any field by one sure test—their ability to 
‘take it.’ When it comes to judging paper- 
board shipping containers and folding cartons, 
this may be the test that proves success or 
failure. For adequate protection is just as 
important as display-value or cost under the 
circumstances of distribution today. 

Scores of tests daily, constant laboratory- 
control to produce dependable, uniform 


CAN HE TARE IT? 





Reprinted from FORTUNE, May, 1936 


paperboards... thanks to such measures, 
Concora shipping containers and folding car- 
tons are noted for the strength that protects plus 
the beauty that sells. 

Conveniently located plants with large pro- 
a wide and successful ex- 
. and the 


principle of ‘Packaging by Prescription” . 


duction facilities . . . 
perience in modern packaging . 


these are other important factors in Concora’s 
service. Ask our representative for details. 


CONTAINER CORPORATION OF AMERICA 


ILLINOIS 


GENERAL OFFICES: 111 


WEST WASHINGTON STREET, CHICAGO, 


MILLS, FACTORIES AND SALES OFFICES AT STRATEGIC LOCATIONS 
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( 0 LO R makes your product Easy to See 
( 0 LO R makes your product Easy to Remember 


Wo ote cn cg COLOR inspires confidence in its Quality 


more about the very definite 

Sales Advantages of Color. 

Or, better still, let us send | 

ou samples so you can see “ted 
product 


lai attractive your | 2 i ie = 
will look in Blue, In request COLOR gives your product a Distinctive Appearance 


—* \ Ne 0 LO R helps to insure Repeat Sales 


ing samples please tell us the 
nature of your product and 


oe wel ® Maryland Glas COLOR gives your product Better Display 
: COLOR Makes your product Smart—Modern 
COLOR Advertises your product in the home 











An eye for art has Mrs. Muller 
So products go on sale in color 


When Mrs. Muller (who is very much the average American housewife) was a 
little girl and used to run errands for her ma, things came in paper bags. The 
grocer or druggist or whoever it was would ladle a quantity of the stuff out of a 
bin or a glass jar, dump it onto the scales and then turn the tray into a plain paper 
hag. 





But now Mrs. Muller spends her hushand’s money on packages—and tells how 
good the insides are by how good the outside looks. 


This makes everything hunky-dory for people who print—except there may be 
too many people who print. So what decides the issue is the capability and the 
economy of the printing equipment. 


If it’s from the paper bag era, the printer isn’t going far. 


The fellows who are going far have presses like a “3 Point” Press . . . which 
ance can turn out wrappers at 700 feet a minute or 10,000 sheets an hour... in up to 

five and six colors, mind you ... with good solid colors and eagle-eye register and 
fine modelling. 


These are the things a “3 Point” Press stands for—proper distribution of ink. 
control over the paper and accuracy of the impression. These are the reasons why 
20°. of all transparent cellulose, 60%, of all vegetable parchment, and 90°, of 
all wax bread wrappers are printed on Kidder machines. For Mrs. Muller has an 
eye for art and buys on looks. 


Send it to Kidder... 


when you have something in mind to extend your scope of package printing and 
widen your profit margin. Write Dover, N. H., for information on machinery to 
print wrappers, cartons, labels; bronzers; special printing machinery. 


U.P.M: hRIDDER PRESS C OMPAN Yircstpotated! 


PRINTING MACH NERY Se 


MAIN OFFICE AND PLANT 
DOVER, NEW HAMPSHIRE 


3826 


OFFICES IN CHRYSLER BLDG., N. Y. C., FISHER BLDG., CHICAGO; TORONTO, 
ONT. REPRESENTED ON PACIFIC COAST BY HARRY W. BRINTNALL CO. 
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DRESS UP 





JUS. PRODUCT 


WITH... 

















SEFTON 
CANS 


Your product will stand out in the daily 


competition with other packaged 
products——on counters, shelves and dis- 


plays --if you dress it up in Sefton Cans. 


Sefton Cans help create new sales 
and bring repeat sales-—-also protect 
your product better, and at lower cost. 
Sefton service is available from coast to 
coast ... look for the name Sefton under 
“Cans” in the classified business section 


of your telephone directory. 

















SEFTON FIBRE 
CAN COMPANY 


3299 Big Bend Road, Maplewood, St. Louis, Mo. 


480 Lexington Avenue, New York, N. Y. 
6 No. Michigan Avenue, Chicago, Ill. 
420 Market Street, San Francisco, Calif. 
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REG. U.S. PATENT OFFICE 


TBBON 


SS LICENSED UNDER U. S. PATENT NO. 1,406,148 
Made of 


Cellophane 


There are many new and pleasing patterns of 
Excell-O Ribbons . .. so smart and attractive 
that retailers give preferred position to Excell-O 











tied packages. The rich colors and brilliant lustres 
will add an unusual decorative quality to your 
packages ... Excell-O Ribbon is strong, attractive, 
easy to tie and best of all, it is economical to use 
because it is reasonable in price! 

Excell-O Ribbon, made in many beautiful patterns, 
widths and colors, has a type appropriate for 
every occasion and for every special type of box. 
... We will be happy to send you sample yard- 
age of any of the ribbons shown here. 


FREYDBERG BROS., Inc. 
45 W. 18th Street NEW YORK CITY 
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FREYDBERG BROS., Inc. 
45 WEST 18th ST., NEW YORK 
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made — while the contents are being used. A smart CARTON, by its appear 

ance, creates the confidence that makes the SALE! Have you both? The bes 

base for CARTONS made to sell is 
Rid g 
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MADE AT RIDGEFIELD, NEW JERSEY BY LOWE PAPER COMPAN 
RIDGELO—"THE BEST KNOWN NAME IN BOXBOARD” 

Representatives: W. P Bennett & Son, Toronto @ E. C. Collins, Baltimore ¢ MacSim Bar Paper Co., Chico 

A. E. Kellogg, St. Louis @ Pacific Coast Distributors: Blake, Moffit & Towne @ Zellerbach Paper Compotl 
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This $a 


PERFECTION 
MOISTURE-PROOF 
BOX COVERING PAPERS 


BRILLIANT 
COLORS! 


We can now offer you any of our beautiful box coverings, with 
the brightest and warmest colors that will not smudge or run 
when exposed to moisture. @ You may now safely brighten 
up your boxes to keep pace with modern demands for design 
and color. @ We have a very large selection of motifs for every 


seasonal and staple requirement. Ask for samples now! 


Specify: 
PERFECTION 


MOISTURE-PROOF 
BOX COVERING PAPERS 


% 


ROYAL CARD & PAPER CO. 


Manufacturers of Decorative Papers 


ELEVENTH AVE. & 25TH ST. , NEW YORK, N. Y. 
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mple printed on Pattern WE-347-F obtainable in several different color combinations 

















, ON 
HANDS REACH 
NE i re) | 
IFE SAVERS 


Sales figures like these denote success... and success 
Tis d eX =3 ¢=s-10 0b oy a= Me fololo lo) cole ht toi Mel (=h'4-) dhiae eel =) cel stcbelobt-y-ve| 
and displayed. Smart merchandisers everywhere 
realize the importance of display ... and nowhere is 
1d eX-9 C1] ao) O- UB of-Vod ¢-Vo (Co E--0'4-) ¢-E-T-0 0 01-1 0D La To) oR dol =) 
(ol-¥- 00-9 aM} 0-9 Ard =1- Mo) arocoh ob oh =) ¢-F=>.4 oel1-10 Mn cole bhaat-bele Melb ech 
and to competition. It must look its best at all times 
.. It must look factory fresh if it is to appeal to the 
critical buying public. EGYPTIAN PAPER COATING 
LACQUER, designed to beautify and protect, is the 
finish chosen by LIFE SAVERS, INC. to add eye-appeal 
and protection to its already attractive packages. 














EGYPTIAN PAPER COATING LACQUER is formulated for 
application by regular roller-coating machines; such 
as are used to apply ordinary spirit varnish. Itis also 
10h 0} 0) bU=Ye MS Co) a DE={= Ro) oR (\-3 OND vel -Lol ebb eX -1-B Co) aMolol-te belo mn bel 
rolls. It dries quickly and does not become tacky 
nor does it scratch easily or scuff with handling. 
N(=Shd el) ate Kol-y-Weh ako bE-{ole) Co) ah obi d- Me) ae bled oh more) (ob d-Ye-b-T-1-F 


We invite your inquiry for further details 


THE EGYPTIAN LACQUER MANUFACTURING CO. 
Rockefeller Center New York, N. Y. 
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Varied manufacturing facilities—diversified equipment—artisans skilled in working with all kinds of materials—these 
are some of the reasons why we are able to serve so wide a clientele in so many different fields of business. 


Our staff is ever ready to serve those manufacturers seeking an all inclusive type of box and display service. 


ARROW 


MANUFACTURING COMPANY, 
15th and Hudson Streets, Hoboken, N. J. 
Telephones - REctor 2-1251 HOboken 3-8472 
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Compare SIMPLEX Boxes 





Tet 


Presto -Set Up 








Modern Simplicity 


A\dvantageous Serviceable 





Dependable 


Practical 








Economica 


Sturdy 





4. The finished box—solid and strong. 


Look at a Simplex box. You will like it better and better. Consider its advantages, conveniences and 
operating economies, as well as its practical and sturdy construction which combine the best features of 
both folding and set up boxes. Mechanically produced, the boxes are uniform in size and workmanship. 


SIMPLEX BOXES ARE MODERN 


Special boxes for individual customers, footwear boxes, mailing boxes, and stock boxes for hundreds 
of purposes. 

Display lids on one piece boxes; or two piece boxes, of all kinds, sizes, and weights of cardboard are 
made for customers in many diferent industries. 


Designs to create marketability of customer's product are furnished upon request. 
Buy Now and Improve Your Carton. 


Your Inquiries are Invited 


SIMPLEX PAPER BOX CORPORATION 
LANCASTER, PENNSYLVANIA 
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(Calvert (ll, or SYLPHSEALS 


(Reg. U.S. Pat. Off.) 
Not only because they can be depended upon for full closure protection, 


but because they aid in identifying content of bottle. 


SYLPHSEALS also add a distinctive note of finish and color to the bottle 


closure, in harmony with label, ete. 


Let us design a special SYLPHSEAL Cap or Band for your package. 


SYLVANIA INDUSTRIAL CORPORATION 


SYLPHSEAL DIVISION 
122 EAST 42nd STREET 





NEW YORK CITY 





















INVESTIGATE 
THIS 


EQUIPMENT 


For preparing and packaging your creams and pastes, 
there is doubtless a new and improved Stokes Machine 
available—full-automatic, semi-automatic or hand-oper- 
ated—in a size and type to meet your requirements. 
Opposite are shown examples of this equipment which is 


fully described in Catalog 34-F. 


During the past few years, our entire line has been re- 
designed to incorporate improvements which reflect our 
long association with the field. The rugged construction, 
simplicity of design and adjustment of these machines, 
which insure as nearly as possible trouble-free operation, 
have always been fundamental principles on which our 


equipment was built. 


Typical of this improved equipment, are the tube-filling 
machines shown which are designed to apply the Westite 
Hermetic Closure. This eliminates closure seepage and its 


attendant losses in returns and “good-will”. 


Consult us on your tube or jar filling equipment problem 


—or write for 


CATALOG 34-F 


STOKES EQUIPMENT 


Jar Fillers Cream Fillers 
Powder Fillers Sifters and Mixers 
Compact Presses Drying Closets 
Cream Kettles Cooling Tables 
Lipstick Molds Water Stills 
Conveyor Tables Bottle Washers 


Tube Fillers and Closers 
Tube Sealing Equipment 
Bath Tablet Compressors 
Eyebrow Pencil Molds 


Are you on our mailing list for PROCESS NEWS? 
Ask for a Sample Copy. 


FJ§roKES MACHINE COMPANY 


Packaging Equipment since 1895 
5970 Tabor Road Olney P.O. Philadelphia, Pa. 


For Your Creams and Pastes... 














Right—Special Mix- 
ing Kettles (150 gal. 
capacity), with differ- 
ent types of motor- 
driven agitators — for 
light and heavy mate- 
rials. We manufacture 
a full line of standard 


mixing kettles. 











Left—Washer for jars or bottles 
up to one-gallon size. Easily adjust- 
able for different sizes; operates 
from the lighting circuit. Special 
models for large bottles and bottles 


with narrow necks. 


Right—Hand-operated Tube Filling, 
Closing and Sealing Equipment. 
Sealing machine (foot-powered) applies 
Westite Hermetic Closure. Other mod- 
els available for applying DiamonLock 
Clipless Closure, or clips if desired. 


Right—Tube 
Closing and Seal- 
ing Machine, 
79-H. Capacity 
35-45 per minute; 
one operator. Ap- 
plies Westite Her- 


metic Closure. 


















Left——2-C Semi-Auto 
matic Jar and Tube 
Filler for semi-liquids 
or pastes. Capacity 30-35 
per minute. Number of 
attachments available. 


Right—The Stokes 90-DH Full- 
Automatic Filling, Closing and Seal- 
ing Machine. Capacity 45-50 tubes per 
minute. This machine, with easily- 
made adjustments, can be arranged to 
apply the double or quadruplefold 
DiamonLock Closures, or the WESTITE 
Hermetic Closure, thus adapt- 
ing the closure to the product. 
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When in doubt about any 
packaging problem 


Between the covers of the 1936 PACKAG- 
ING CATALOG are over 400 pages filled 
with authoritative information on every 
phase of packaging. 


f 


Visible tabs quickly guide you to each of 
14 different sections in which related ad- 
vertising is interspersed with the editorial 
pages. And, as a source of information, 
you will find the advertising pages as 
valuable as the editorial text. Scan them 
carefully. They record every important 
advance in packaging. Hundreds of sam- 
ples of paper, labels, ribbon, foil, lacquer 
coating and other idea-stimulating devel- 


opments are found in the 200 pages of 


advertising. 


In addition, you will always find what 
you want in the 4000 listings in the Buyer's 
Guide Section, the only complete listing 
of all sources of packaging methods, ma- 


chinery and services. 


Thousands of leading firms, the country 
use the PACKAGING CATALOG 


regularly. Such a policy will also pay you 


over, 
big dividends in new ideas . . . money 
saving ideas. If, by chance, you do not 
have a copy, there are still a few avail- 
able at $5.00 each. 


BRESKIN & CHARLTON PUBLISHING cong 


425 FOURTH AVENUE 


NEW waite oe | 
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The Leaders Use 
Brightwood Machines 


F or. Economy and Big Production 













































































Hundreds of the country’s leading manufacturers, as well as set-up and 
folding box and carton makers, are changing over to; the High-Speed 


BRIGHTWOOD Carton and Box Forming Machines. And for good 


reason: 


A Brightwood can deliver finished containers up to a rat¢ - 60 per 


~~ 


minute! 
There is a Brightwood for any type paper box or carton forming re- 
quirement. Start your packaging line right by using the machine the 
leaders use. 


Write for full details about this and over thirty other National weigh- 


ing, packaging and box-making machines. 














UNITED STATES AUTOMATIC BOX MACHINERY CO., 


DIVISION OF 


NATIONAL PACKAGING MACHINERY CO. 


459 Watertown Street, Newtonville, Mass. 


Branch Offices 
NEW YORK . CLEVELAND . CHICAGO LOS ANGELES LONDON, ENGLAND 
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WHRNERCRALT 


THE WARNER 


BRIDGEPORT ‘ 
200 MADISON AVE., NEW 





YOUR PACKAGES LOOK 


NEXT CHRISTMAS 2 


Will your product be dressed up for 
next Christmas—packaged in the spirit 
of the holidays? 


With our complete equipment for 
hand made,.set-up or folding boxes, 
and a designing sense that appreciates 
the merchandising of the most glam- 
orous cosmetics or the simplest items 
of general use, we are prepared to co- 
operate now on your Christmas require- 


ments. 


Don’t wait—be ready with your com- 
plete sample lines when early holiday 
orders are placed ... and Warnercraft 
Packaging insures you the quality 


boxes that add so much in your Christ- 


mas appeal. 


“O) 
@ 


SET-UP BOXES 
FOLDING BOXES 
DESIGNING SERVICE 


PROTRERS COMPRAR 
CONNECTICUT 


YORK, 


AShland 4-1195 
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WRITE - WIRE - 
OR PHONE! 


A 


PACKOMATIC 
ENGINEER 


WILL CALL TO 
HELP YOU WITH 
ANY PACKAGING 
PROBLEM WITHOUT 
OBLIGATING YOU 
IN ANY WAY 
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é Tue long trek west was both difficult and dan- 


gerous. Life and possessions were in constant jeopardy. Success was the result of 


eternal vigilance and cautious progress. 

Alertness and caution are paramount in the making of CCS Closures. A large group 
of able chemists and skilled engineers are constantly exploring every possibility of im- 
provement in design and manufacture. All the resources of a great organization are at 
their disposal to aid them. There is but one purpose—to give you the best and most de- 
pendable closures for the sealing of your particular product. 

You can use CCS Closures with absolute confi- 
dence. Their efficiency and dependability are 
carefully guarded from raw materials to finished 
product. 


CROWN CORK & SEAL CO. 


BALTIMORE MARYLAND 


vuimcens 
One Piece Vacuum Closure BRANCH 
NEAR YOU 

" sy 

[wORLD'S LARGEST MAKERS OF CLOSURES FOR GLASS CONTAINERS | 
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At the point of sale the Invisible Salesman—effee- 
tive packaging—is your product's best friend. But the 
sales ability of this ever-present salesman depends 
upon you. Make certain that this invisible salesman 
delivers a striking message of smartness, quality and 
convenience. Place the whole problem of containers, 
closures, label and carton design as well as shipping 
-ases in competent, experienced hands where every 
detail will be built into a harmonious sales-producing 
package. Turn your entire packaging problem over 
to the Complete Packaging Service of 

OWENS-ILLINOIS GLASS COMPANY, TOLEDO, OHIO 


Caseal double - shell, ‘ 
available in a variety Bigg Ses 
of attractive colors, or % se 


lithographed with in- 


. dividual designs. ; e Vj 
hh 


MODERN PAC 





MODERN PACKAGING 


BRESKIN AND CHARLTON PUBLISHING CORPORATION 


425 FOURTH AVENUE, NEW YORK CITY 


MAY 1936 


VOLUME 9 


NUMBER 9 





F Christmas is considered the banner season for re- 

tailers and the all year peak of retail sales, it must 
be remembered also that it is the season of keenest 
and most potent competition. Merchandise to win favor- 
able consideration as gifts must wear gift clothes. It is 
only in recent years that many lines of merchandise 
not previously looked upon as gifts have stepped in 
to share a large portion of this buying wave, broaden- 
ing the gift horizon to unlimited proportions. The con- 
version of ordinary every-day items into desirable gifts 
has been brought about largely through packaging. 
Even old-time gift merchandise, always considered logi- 


cal Christmas or holiday items, must not gather cob- . 


webs if it wishes to retain any part of its former prestige 
as gifts. To learn just how department stores feel about 
this, let’s drop in on a few of them and listen to what 
they have to say. 

“It is a significant fact,” says Kenneth Collins, assist- 
ant to the president of Gimbel’s, “that holiday pack- 
aging especially for Christmas selling has developed 
terrifically in the most unexpected places. The emphasis 
of holiday giving has switched in recent years towards 
more utilitarian things ranging from sets of face cloths 
and towels to electrical appliances and refrigerators al- 
though, since conditions in general are good, there may 
be more frivolity this year. Nevertheless every depart- 
ment in the store is now a potential gift department 
which is gratifying from our point of view and because 
of this tendency we expect to see Christmas packaging 
go a great deal further than it has in the past. 

“There is, however, a desperate need for improve- 
ment in the appearance of gift packages supplied by 
the manufacturer and intended for less expensive 
though desirable items. ‘This applies particularly to elec- 
trical gadgets and candies though it is equally true of 
many other articles. It would seem that some manutfac- 
turers, believe that by adding a few holly leaves and a 


lot of Gothic type they have given a package ‘Christ- 
mas cheer’, but usually it looks like a mongrel pup 
in the midst of blue ribbon canines. Such packages 
indicate a lack of knowledge of the commercial value 
of doing a thing right. Original design might cost a 
little more, it’s true, but the benefits derived from in- 
creased sales would go a long way toward cancelling 
the difference in cost. Bad taste doesn’t sell at Christ- 
mas time or any other season in the year even in in- 
expensive items. An intelligently planned and well de- 
signed package will sell a surprising amount of mer- 
chandise of doubtful value whereas even quality mer- 
chandise in a cheap, tawdry package will remain on 
the shelves after the rush and bustle of gift buying is 
over.” 

Prepacked merchandise, according to Mr. Collins, is 
an all year around help in departments selling toys, 
china and glass, and sets of domestics such as towels, 
linens and sheets. It is usually done by arrangement 
with the manufacturer and results in saving of money, 
labor, breakage and delivery expense. China particu- 
larly lends itself to prepacking since packing a set of 
forty-four or more pieces is something of a task and 
absorbs time that might be devoted to more sales effort. 
In a store doing the enormous volume of business that 
Gimbel’s does, such savings amount to an appreciable 
figure and are reflected in the selling price of the mer- 
chandise. 

Since practically 83 to 84 per cent of the business 
done in department stores is with women, Mr. Collins 
believes that gift packages should be designed with an 
eye to the tastes and conveniences of women, and that 
is what they aim to accomplish in each of their numer- 
ous departments. 

R. H. Macy & Company has an extensive range of 
private lines through which they have developed an 
outstanding reputation over a long period of time. In 
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a majority of instances they plan their own packages 
and create their own designs. 

“Merchants who buy goods from manufacturers,” 
says Paul Hollister, executive vice-president of Macy’s, 
“are naturally just as largely concerned with the pack- 
ages as the merchandise itself since oftentimes it is the 
appearance of the package that compels attention and 
leads to examination of its contents. Bright colors and 
unusual treatment of packages, however, should be 
governed by the individual job, depending on the 
nature of the article and conditions of its sale and use. 
We base our packaging efforts on the side of simplicity 
and practicability rather than intricate and costly de- 
signs and results indicate this is the best possible policy 
for us to follow.” 

At Macy’s we learn that the most satisfactory pack- 
age is one constructed to carry out the purpose for 
which it is intended without adding unduly to the cost 
of the merchandise. If it is used as a container in the 
home, it should remain serviceable until the last shred 
of its contents has been exhausted. If the merchandise 
is removed as soon as the package reaches its destina- 


Each grade of hosiery at Peck & Peck is 
packed in an appropriately lettered 
envelope with cellulose window 


Bright red shoe boxes with characteristic 
Waramaker signature in black form 
background in women’s shoe salon 


tion, then all that is required of it is to relay the 
merchandise to the home of the consumer in good 
condition. In any event, the package, whether intended 
as a gift or for home use, should be good looking and 
properly attractive. 

For several years Macy’s has used a standard gift 
box during the Christmas season until it has become 
almost a trademark. It is available in all shapes and 
sizes to fit any type of merchandise. They also have a 
gift wrapping service throughout the year for those 
who desire it. 

Prepacked merchandise appears in many departments 
of the store embracing sporting goods to some extent 
such as golf and tennis balls, as well as china, domestics 
and what not, but in their men’s store such packaging 
is confined principally to staple articles—garters, sus- 
penders and some shirts in cellulose or glassine en- 
velopes. 

The moment we step inside the door at John Wana- 
maker’s we are imbued with a sense of change and 
progress which is equally apparent on each floor. 

“The completion of our new men’s store,” says a 


Dobbs’ "Tailored Tys” hats are delivered 
in pastel colored boxes with printed 
tailored bows of contrasting color 
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Wanamaker executive, “was just a start on a store-wide 
rebuilding program, and going along hand in hand 
with it is a comprehensive plan for redesigning pack- 
ages and boxes leaning towards a tendency for special- 
ized packaging in various departments to best promul- 
gate the atmosphere of the department and even serve 
as a decorative motif.” 

Their new men’s store, hailed as a shining example 
of modern efficiency has been supplied with a complete 
set of boxes, decidedly masculine in feeling, into which 
may be packed any items a customer may choose either 
as a gift or for his own use. The women’s shoe depart- 
ment in another section of the store has a background 
of rows upon rows of bright red shoe boxes with the 
John Wanamaker signature printed in black and deco- 
rated with fine gold lines. Other new packages are on 
the way and they will all be in keeping with the de- 
partment they are to represent. 

Wanamaker’s too, believes that prepacked merchan- 
dise serves a definite purpose in a busy store. “We do 
feel though,” said another Wanamaker executive, “that 
prepacking can be carried to extremes and is not always 
to the store’s advantage. We remember one painful 
experience with a certain line of merchandise that con- 
tained a glass mirror. It came to us wrapped for de- 
livery to the customer, but we soon discovered that 
every one of the packages had to be opened and exam- 
ined before they left the store because of a high per- 
centage of breakage returned by the purchasers.” 

Prepacked merchandise in other departments has 
been more successful, especially in china and domes- 
tics. Combinations of toilet articles are prepacked at 
certain seasons of the year. Shaving cream, face lotion 
and talcum powder are combined in a suitable box and 





featured as men’s gifts. 

Each year new boxes are designed for Christmas mer- 
chandise except in rare instances where a box has 
received so much favorable comment that it is used 
a second season. Wanamaker is heading more and more 
toward the policy of using their own brands and con- 
sequently are keenly interested in packaging develop- 
ments as applied to brand merchandise. 

From department stores in widespread sections of 
the country come timely comments on gift packaging 
for holiday seasons. J. B. Aiello, superintendent of 
Neiman-Marcus Company in Dallas, Texas, writes, 
“We are engaged in extensive planning in an endeavor 
to create and promote holiday packages on a more 
elaborate plane than ever before. Various items such 
as hosiery, perfume, toiletries, gloves, handkerchiefs and 
neckwear are prepacked in our own store and we find 
these gift packages instrumental in stirring up new 
business.” 

At Neiman-Marcus, gift packaging activities in the 
last two years has reached proportions where they em- 
ploy and train from 8 to 50 girls, depending on the 
season, for this work. Under their nimble fingers bits 
of transparent cellulose are fashioned into fluffy ani- 
mals, corsages and what-not varying with the seasons. 
Fach has a lined pocket in the center closed with a 
plastic zipper, into which may be tucked an appropriate 
or otherwise seasonal gift. 

Kaufman Department Stores in Pittsburgh, Pa., lean 
toward prepacking of men’s furnishings, boys’ furnish- 
ings, Cosmetics, accessories and small items in house 
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furnishings. “We believe that gift packaging of every 
day utility merchandise,” writes J. M. Meyers, store 
manager of Kaufman Dept. Stores, “boosts its sale as 
gifts for holiday occasions inasmuch as the item might 
be one a customer has not considered buying as a gift 
until she is influenced to do so when she sees it attrac- 
tively packas 

Cc. F. Wensinger, div. merchandise manager of 
J. L. Hudson Company in Detroit contributes, “We 
have experimented with prepacked merchandise to 
some extent in china, glassware and home furnishing 
departments with fair success. We feel this service is 
a convenience to our customers and that it also tends 
toward a higher unit sale in some instances. The men’s 
division, too, has had some experience along this line 
and favor gift packaging at holiday seasons.” 

j. L. Hudson Company maintains a gift wrapping 


The top boxes are from Dennison's and show a new ring box and 
a jewelry gift case of paper combined with plastics. Other 
illustrations show how Park & Tilford increases unit sales by 
well-chosen combinations of delicacies packed in boxes and trays 
and lavishly decorated with cellulose and ribbon bows 














section throughout the year which is enlarged at Christ- 
mas time. Here a choice of gift papers and ribbons is 
provided and the package wrapped to order. Merchan- 
dise from all departments is handled in this section 
and a small charge is made for the service. 

It is evident that these department stores, each doing 
an ever-increasing volume of business, consider pack- 
aging for gifts an important part of their merchandising 
policy, but packaging in specialty stores is equally im- 
portant, according to authoritative opinion. 

Let’s look in on Peck & Peck, selling high quality 
sportswear items to an exacting clientele. Here we find 
packages designed to reflect the quality and prestige of 
their merchandise and their establishment. Throughout 
the year merchandise is delivered to customers in a pack- 
age combining a tweed paper (reproduced photographic- 
ally) base and shrimp color cover. This shrimp color, by 
the way, is used as a decorative motif in their stores. The 
newest member of this package family is a miniature 
hat box of the same tweed and shrimp color design as 
their regular hat box. It was introduced at Easter and 
featured in their display windows packed with colorful 
spring bouttonnieres. The flowers in the box immedi- 
ately suggested “gifts” to passersby looking for a suit- 
able present for mother or the girl friend. Customers 
took to the little box in a big way and not only flowers, 
but also costume jewelry, belts or hosiery are now 
packed in it for every-day gift occasions. 

With a view to making Christmas shopping as easy 
as possible Peck & Peck arranges sets of merchandise 
in holiday packages ranging in price from $5.00 to 
$10.00 or more. These may include a scarf and pair of 
gloves in one box, a sweater and gloves in another, or 
whatever goes together most effectively. Each price 
group is arranged on a separate table and usually the 
old question, “What shall I give Mary—or Ellen—or 
Margaret,” can be settled then and there, within the 
price the customer had planned to pay for such gifts. 
This practice has proved a boon to men shoppers. Peck 
& Peck has plenty of them and these packaged sugges- 
tions certainly meet with their wholehearted approval. 
On the other hand if men customers (or women) can’t 
decide what their friends might like, Peck & Peck has 
an answer for that, too, with its gift bonds that can 
be made out in any amount. These entitle the bearer 
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to purchase merchandise up to the amount on the face 
of the bond at any Peck & Peck store, and that is a 
gift that appeals to any feminine recipient. 

In addition to regular boxes, Peck & Peck works cut 
a special gift box each year for Christmas selling. “\Ve 
spend a lot of time and thought on these special boxes,” 
says Carleton Peck, “since we want them to do a job 
and do it well. They may not be the conventional type 
with poinsettias, holly leaves and such, usually em- 
ployed to instill Christmas spirit, but we try to te 
them in with occurrences of national interest. For in- 
stance, during prohibition our Christmas package was 
in the shape of a champagne bottle. When the U. S. 
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went off the gold standard, we used boxes representing 
gold pieces in an assortment of sizes. We haven't quite 
decided what it will be this year, but you may be sure 
it will be something new and different.” 

During one Christmas season Peck & Peck sold hun- 
dreds of little felt dolls from Austria, in many colors, 
to be perched on gift boxes and used otherwise as 
Christmas decoration. The dolls became so popular that 
they have been trying ever since to duplicate them but 
without success. However, Mr. Peck feels sure he is on 
the track of some for this year. 

Another item always stressed as a gift and only now 
beginning to get some attention from the standpoint 
of a gift package is women’s hosiery, a gift that men 
fall back on when they can’t think of anything else to 
buy. Some time ago when Peck & Peck started packing 
hosiery in monotone colored envelopes with transparent 
cellulose windows through which could be seen the 
shade of the hose, they increased their hosiery business 
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Whiskey 


80 per cent in one month. They have continued this 
type of package, adding new envelopes for new grades 
of stockings. Their “Silken Scandal” stockings designed 
to be worn with sandals and made so that no seams 
show, are packed individually in white paper envelopes 
of good quality with raised black printing, and a cellu- 
lose window. Their “Highlights” stockings are packaged 
in the same type of white envelope with the addition of 
a picture of a scottie wearing a high hat and monocle. 

These individual packages are easy to handle and 
the shade of hosiery can be seen without the bother of 
opening boxes and cluttering up the counter. They are 
kept behind partitions much like seed envelopes and 
require exceedingly small space for display. 

Hosiery packed in envelopes was so successful that 
Peck & Peck now uses a similar envelope with cellulose 
window, for gloves. Sweaters are individually packed 
in cellulose envelopes that have tape bound edges to 
make them substantial. 


PARK &TILFORD 
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Now for a minute suppose we stop in at Ovington’s, 
whose gift business is active the year around. For years 
gifts from Ovington’s have been delivered in neat white 
boxes of unquestionable quality definitely associated 
with Ovington’s. Inside the box the gift is wrapped in 
tissue and attached to it with white satin ribbon is an 
engraved envelope with card. This method of wrapping 
is not changed even at Christmas time except for red 
ribbon and they seldom, if ever, receive requests for 
more elaborate wrapping. Ovington’s is getting very 
near their goth anniversary and the reputation they 
have built up for quality gift merchandise, in their 
opinion, counts for a great deal more than any super- 
ficial dressing up of a package. 

Practically all merchandise is packed after it has been 
chosen by the customer except during special sales of 
china. At these times sets of china are prepacked in 
anticipation of a large influx of orders, which from past 
experience they have learned to expect. They find that 
such prepacking enables their shipping department to 
handle orders more quickly. 
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Manufacturers, too, are aware of this closely draw: 
line between competitive packaging and are keen); 
active in advancing their own interests as well as thos: 
of their retail outlets through gift packaging. 

During the past year Marshall Field & Company, 
manufacturing division, has decided to concentrate on 
distribution of lines manufactured in their own mills. 
To carry out this plan it was necessary for them to 
liquidate all lines not of their own manufacture which 
happened to be almost entirely those most often con- 
sidered as gifts—jewelry, glassware, etc., leaving them 
with a comprehensive group of textiles ranging from 
the finest American-Oriental rugs down through sheets 
and blankets to hosiery and handkerchiefs. In order 
to retain a hold on the gift market they have instituted 
a consistent program of repackaging their entire line. 

“We have gone about repackaging,” says J. R. ‘Turn- 
bull, packaging supervisor of Marshall Field & Com- 
pany, “to accomplish the following results: first, to 
modernize; second, to add the selling weapon that a 
well-planned package does give to merchandise in the 
retail store; and third, to more or less interpret the 
new spirit of Marshall Field & Company as a national 
manufacturer of textiles sold through department stores. 

“Gift activities for us mean any stimulation of sales 
through gift packaging. The regular business on every- 
day items is there, and whatever we can gain through 
stimulation of gift purchases is added volume. From 
our standpoint a gift package, outside of its appear- 
ance as compared to standard packages, must give the 
impression of being desirable in every way. It must 
create the feeling that something of exceptional quality 
and beauty is contained therein.” 

Many attempts have been made on the part of na- 
tional manufacturers of textiles to provide unique pack- 
ages at Christmas time. Because of the relatively low 
packaging margin that exists in textiles, these packages 
have taken the form of combinations of sets such as 
bath towels or sheets and pillow cases, which since they 
built up unit sales, made an economical means of put- 
ting every-day items into gift packages. The gift pack- 
age, as such, presents a problem when applied to 
textiles that is not true of other lines. After all, such 
merchandise continues to be sold after the holiday 
season and drops right back into the every-day type. 
Consequently, the ideal gift package for textiles of a 
household nature is one that can change its coat after 
Christmas and return to its natural plane without con- 
suming too much time and expense. Some manufac- 
turers have accomplished this by making the Christmas 
decoration merely a change of cover on a box or by 
using a removable card. 

Another drawback in packaging textiles as gifts is 
that there is no possibility for a re-use package which 
always has a particular appeal, such as there is in the 
field of cosmetics or that type of accessories. 

But, since there is a marked tendency for retail stores 
to promote for gift purposes only those items which 
are most obviously gift items, it is very much to the ad- 
vantage of textile manufacturers to have their mer- 
chandise get the benefit of seasonal promotion. 

In this field the principal job of the package is to 
carry goods safely into the store and to give gift appeal 
to the display on the counter, finally reaching the cus- 
tomer without risk of soiling (Continued on page 177) 
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14 McLaurin-Jones Company 

15 Dennison Manufacturing Company 
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17 Hampden Glazed Paper & Card Co. 
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The trend in gift packaging 


HECKING through the various materials that are 

called upon to do duty in the design and construc- 
tion of packages for gifts and holiday purposes, perhaps 
the most outstanding trend is that towards what we 
choose to call a “seasonal individualism.” Recognizing 
that there is an Opportunity to create greater sales, be- 
cause consumers are in a more “receptive mood” for 
buying, every use is being made of those ideas which 
have proved successful in all-year-round buying, plus 
those developments that make a pertinent bid for holi- 
day appeal. And because, at that time, competition for 
product sales—and, of course, package sales—is keener, 
there results a greater impetus in package material 
developments than is to be noted at any other period. 


Plan Your Packages Early 

Everyone wants to have an original holiday package, 
but tradition is so strong that it is difficult to find 
original thoughts that are in keeping with the Christ- 
mas tradition. After all, it has been done in one way 
or another for so many years. Most manufacturers start 
out with the most ambitious of ideas in this respect, 
and often end up with prosaic and traditional designs. 

Many holiday and gift packaging schemes fail—or 
at least fail to deliver hoped-for results—because they 
are not properly planned. A gift packaging campaign 
must be carefully planned in every detail, and laid 
out months in advance. It is traditional among mer- 
chandise people not to think of Christmas until the 
weather begins to get cold, and by this time no proper 
plans are possible. Many manulacturers start: talking 
about Christmas in May or June, but refuse to take 
any definite action until late in the Fall. Which, of 
course, may be put down to human nature, although 
it is our humble observation that the most successful 
plans are those which are completed the early part of 
the Summer. 

MopERN PACKAGING, in its annual “poll” among 
package suppliers as well as among package users, has 
been favored with several interesting expressions, and 
these, as briefly summarized, may be of assistance in 
the planning of packages for the forthcoming holiday 
season. Elsewhere, in this issue, will be found illustra- 
tions and descriptions, which bear directly on the 
subject, as well as articles that are timed for the oc- 
casion. Among the advertisements, too, will be founa 
a definite flavor of materials which are distinctly suit- 
able for gift and holiday packages. 

The Textile Color Card Association of the United 
States, Inc., which links the fashion industries together 
for the purpose of creating color harmony and coordina- 
tion of colors in wearing apparel and other related 
units, has just released its 1936 Fall Advance Silk Card 
which portrays forty-four shades. ‘To detail each is not 
possible within the limitations of this article but a 
mention of some of the groups may be helpful in in- 
dicating trends as expressed in those papers used for 
box coverings and linings. Darker, restrained shades 
will be favored for informal evening affairs and will 
also serve as darker basic colors for evening wear. Bril- 


liant hues for more formal affairs. Tones of the leather 
and rust family represent an important color move- 
ment; new interpretations of the vintage and rose red 
are also stressed. Browns are new in their 

toning, tending toward reddish cast and purple. 
From paper manufacturing sources there seems to be 
a diversity of opinion as to colors. The metallics, both 
in foil and printed papers, however, still remain pop- 
ular, although the trend here is toward the greater use 
of designs either embossed or printed. The demand 
continues for plain flint glazed papers, mostly pastel 
shades. Another tendency is for the more highly deco- 
rated sheet of paper. Floral patterns seem to be coming 
back to a large extent, especially for candy boxes. The 
bright silver prints are going well at the present time. 
Mica coated papers of course will always sell in con- 
siderable quantities, which is more due to price than 
anything else. As far as color goes, the various seasons 
are of course running to the same colors that they have 
always run to. For the everyday box, shades of gray 
and green are much in vogue. As for. designs, plaids 
have been going well and are still selling in large 
quantities. Embossing patterns which represent differ- 
ent types of fabrics have sold in extremely large quan- 


gammes 


tities and are still going strong. 


Among the Container Group 

In the set-up box group, as well as those groups 
which may be defined as rigid containers, manufac- 
turers are continuing their efforts to put the smartest 
looking appearance into their customers’ packages. Ex- 
tremely elaborate designs or multi-use of color seems 
to be out. ‘The main endeavor is for harmony as to 
color and design in as simple a way as possible, with, 
of course, the element of convenience incorporated 
wherever this can be done. The main desire in such 
packaging is to try to convey in the design of the pack- 
age the impression that the manufactured article is pro- 
duced with the paramount idea of pride—with quality. 

The carton manufacturer, confined to relatively few 
types of materials which are both available and suit- 
able for his needs, has definite limitations placed upon 
him, as compared to those working with set-up boxes, 
plastics, glass grained woods and leathers, where the 
choice is almost limitless. Yet this restriction should not 
completely dishearten the carton manufacturer, but 
should challenge his ingenuity to the point where he 
seeks out those products which are suitable for gift 
purposes, and whose value may be enhanced by the 
use of an outer container made of the ordinarily con- 
sidered lowly and inexpensive boxboards. ‘The use of a 
beautiful and expensive container, with definite re-use 
possibilities, does not preclude the use of an attractive 
outer carton. With the new standards of excellence 
which are now available through improved folding 
boxboards, printing processes and protective coatings, 
there is no reason why outer containers, made of fold- 
ing boxboard, should not be given more and more 
widespread use as suitable mediums by which standard 
merchandise is dressed up for gift purposes. 
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Packaging in the confectionery industry 











































BY FRANCIS A. WESTBROOK 


\ 
HE need for cleanliness in every operation is a ; 
common one, and of major importance, to all con 
fectionery manufacturers. Each individual plant has its 
own conditions and problems, such as the kind of conte: 
tionery produced, the markets for which it is prepared, 
methods of merchandising, atmospheric conditions, etc. 
And while the packaging operations constitute only one 
aspect of candy manutacture, although one of the most 
important ones, they are as much under the influence | 
of these local conditions as any of the other processes. ( 
But the need of cleanliness makes itself felt consistently | 
in each case. | 
The manner in which different manufacturers handle , 
their packaging problems is interesting, and an outline 
of how they do it will be of value to others. For this | 


reason the practices of a few representative concerns | 
have been selected for a brief discussion and analysis 
of what lies behind such methods. | 
One of the outstanding plants in the country is that 
of W. F. Schrafft & Sons in Boston, where the methods 
of packaging are naturally controlled by the characte 
of the goods produced. Schrafft products are made and 
sold as of the highest quality and, bringing a highe 
price than the average, they must be offered to the 
public in an ever attractive form. The small package 
lines, which sell on newsstands and the like, do not 
form as large a bulk as do similar products of many 
other manufacturers. With this company the large out- 
put is candy in boxes which must be packed and 
wrapped with the greatest care and assurance that they 
will be uniform. As a result, the most interesting ar- 
rangements for packaging have been made at this point. 
The layout for the packing of the boxes, which come 
under the classification of “fancy,” is shown in the two 
illustrations, Figs. 1 and 2. It will be seen that this is a 
moving assembly line in the truest sense. No packaging 
machinery, ° the strict sense of the term, is used, yet a 
good deal of mechanical equipment has been ingeni- 
ously coat The line consists of a canvas belt 
conveyor system about 200 ft. long, over which is a mez- 
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zanine floor where the boxes are stored and from which 
they are sent to the beginning of the line by a chute. 
There are six one-pound boxes in each carton and 
these are taken out by girls at the table at this point 
(see Fig. 3). The covers are placed on the center con- 
veyor which travels overhead and is out of the way. 
The boxes themselves are placed on the two conveyors, 


sa at bench level, on the sides. Usually different kinds of 
on boxes are packed on the two sides, and the central over- 
its head conveyor is wide enough to hold two covers side 
Lec by side, the covers for each style of box being placed on 
ed, the side with the corresponding container. 
bt. Iwenty-eight girls are stationed on each side of the 
ne assembly line. First the insides of the boxes are stamped 
Ost with the date, then another girl puts in the liners and 
Ice from here each girl places a certain number of pieces in 
es, each box as it comes to her on the conveyor. When the 
tly first layer is filled, one operator brushes it to remove 
particles of chocolate and give the tops a finish; the 
lle next one puts on the separator and then the packing 
ne of the top layer begins. When this has been completed, 
lis other operators put on the covers which meet the boxes 
ns at this point, and place them on the conveyor which 
sis travels through to the end of the line along the center 
of the bench as shown in Fig. 3. Ten girls on each side 
aul can handle the tying and wrapping and replacing of 
ds the boxes in the cartons. The cartons are then sealed 
C1 with gummed tape. 
( A unique feature of this installation is the X-Ray ap- 
1 paratus through which every box is passed as soon as it 
e is packed and the cover put on. This is incorporated in 
e a booth through which the conveyor travels and where 
rt an operator sits and inspects the candy in every box fon 
\ the detection of foreign materials. ‘This company makes 
: every effort to keep its products pure, but it attaches 
such importance to carrying out this policy that it has 
adopted this final means of inspection. It was done 


with the realization that no matter how much care is 
exercised in the manufacturing processes it is impossible 
to be 100 per cent perfect, and every once in a while 

something is found by the X-Ray inspection which 
justifies its use. 


FIG. 6 


Belt conveyor - 12° wide 
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Fig. 4. Trolley for boxes of bulk candy from which packing is done. Each box 
is check weighed after packing. Fig. 5. Section of “spread packing” depart- 
ment. Fig. 6. Layout for filling glass jars with hard candy 
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Cutter oe 


Now this production plan looks, and is, simple but 
there is a good deal more to it than appears on the 
surface. The production for one-pound boxes is 20,000 
pounds daily, with five-pound boxes 35,000 pounds and 
with two-pound boxes about 30,000 pounds. This means 
that the belt conveyors must be run at different speeds, 
which actually varied from six to twelve feet per 
minute, the slower rates being for the larger boxes 
Sometimes one size of box will be run for part of a 
day and another size for the remainder, and conse- 
quently it is necessary to change the speed easily and 


are 
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quickly. This is accomplished by means of direct cur- 
rent motors with proper speed control equipment. And 
as cleanliness is such an important consideration, bail- 
bearing motors are used because they do not drip oil 
Canvas belts are used because at the slow speeds enjoyed 
they slip readily under the boxes and covers, when they 
jam at any point, without injuring them. 

The organization for this packing line is also inter- 
esting. Certzin girls are delegated to bring candy on 
wooden trays.to the packers and they must see to it that 
they never run short. These trays are brought in on 
skid platforms with lift trucks and set at convenient 
points. At the wrapping end there is a girl on each side 
who sees to it that the wrappers are supplied with trans. 
parent cellulose sheets, tasselled ties and cartons. They 
also take the filled cartons away and place them in 
metal bins. These bins have skid bases and are taken by 
lift trucks to the store room and left there without fur- 
ther handling. This method of handling and storing is 
interesting because it has been adopted in place of a 
former conveyor line to the store room, and has been 
econor.uical and generally more 


found to be more 


satisfactory than the other. 


The question will naturally be asked why the wrapping 
is not done by machinery. Thre are some good reasons 
for this. In the first place it is felt that the machines 
handle the extension edge boxes too roughly and that 
they are likely to cause damage. Another reason is that 
as several sizes of boxes have to be handled, too much 
time is lost in making the adjustments on the wrapping 
machines as frequently as is necessary. Also it was found 
that the wrapping could be done as fast in the manne. 
described as by existing machinery and that it cost less 
for this class of goods. At Icast this was the situation 
when the assembly line was developed and there have 
been no developments to change the attitude of the 


management since then. 


4 Wrappe’ 
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Let us compare this packing line with the older 


method of “spread packing” still in use here, which is 
shown in Figs. 4 and 5. This is a standard and well- 
known method, and is all hand work, one girl packing 
a series of boxes laid out on a bench. She is provided 
with a trolley, shown in the illustration, which holds 
the bulk candy that she places in the boxes. It is used 
for fancy packing and for irregular shapes that cannot 
be done as fast as on some of the other lines. Neverthe- 
less the comparison with the conveyor line is still in- 
with the (Continued on page 77) 
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The new combination package offered by Roger & Gallet which con 
tains sachet and talcum. The structural design of the carton permits 


the packaging of the two items, dissimilar in size, in the one con 


tainer. The decorative design is by Charles Egri and the container 


is produced by Gair Cartons, Inc. 


Yardley’s Hair Tonic is so packaged as to be attractive on a lady’s 
dressing table and not over-decorative for a man’s use. The over-all 


design carried out on the carton is particularly effective 


Vaniva (Vaniva Products Company, Inc.) is the first shaving cream 
to adopt the No-Kap closure. The tube is manufactured by National 


Collapsible Tube Company: carton by American Coating Mills 


The Plat-Num manicure cream package is essentially feminine from 
its smart white porcelain jar to the delicate coloring and lettering 


It is designed by Monroe F. Dreher, Inc. 
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Whahas skin 
YOUTHFUL WHITE 
VELVETY SMOOTH 


Label, closure, container harmonize in a distinctive package which 
the Packaging Research Division of Owens-Illinois Glass Company 


has designed for Mystic Laboratories, Inc. 






















General Fruit Products of Florida, Inc., uses the package shown for 
its Natural Brand orange juice. A special process of bottling is fol 


lowed. Container is manufactured by Salem Glass Works 


California Delicacies, Ltd., for its sweet pickled pears and fig pre 


serve uses the jars. shown above, sealed with Anchor halyard caps 


For combination of tooth brush and powder made by the Denti-Set 
Corporation, American Coating Mills has developed and made a 


form-fitting” partitioned carton 


New bakery products packages from the West Coast. Loma Linda 
Foods, for fruit wafers, uses a printed wrap of moistureproof Sylph 
rap. American Cracker Company uses a die-cut carton wrapped in 
unprinted moistureproof Sylphrap. Packages by courtesy of Sylvania 


Industrial Corporation 
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PICKLES 


Diamond Candle Company uses triangular cartons in modern design 


for perfumed candles. Carton cover is die-cut, enabling purchaser 


to view product. Cartons are designed and produced by Brooks & 


Porter, Inc. 


Five different sizes of jars, of the same design, package the entire 
line of sweet pickles of the Harbauer Company. Containers are by 


Owens-Illinois Glass Company; closures by White Cap Company 


D. W. Putnam Company packs fruit jellies in Capstan thin pressed 
decorated tumblers sealed with Anchor T caps. The re-use value 


of the containers need hardly be mentioned 
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and keeps your 
PRODUCT FRESH 


@ Catch the shopper's eye and you've made the first 
step toward a sale. The sparkling gleam of Aluminum 
Foil is a sure eye-stopper. It gives a package polish 
and style that nothing else quite equals. 

It tells shoppers, too, the product is fresh. They 
have learned from experience that foil-wrapped foods 
keep their original flavor, color, texture and aroma. 
Crisp products stay crisp. Moist foods ‘stay moist. 

The reason is simple. Things that are harmful to 
food are resisted by Aluminum Foil. Moisture, 
light, and air can’t pass through it. Radiant heat 


is reflected away. Also, Aluminum Foil is friendly 
to food... is pure and nontoxic. 

It is economical to use and can be decorated in 
many, many ways by printing, lithographing or 
embossing. Comes plain or paper backed in various 
thicknesses. Whatever you make, investigate Alcoa 
Aluminum Foil. Many of its possibilities ... box cov- 
erings, for example...are not fully explored. We will 
gladly explore them with you and send you all facts. 

Address ALUMINUM COMPANY OF AMERICA, 
2129 Gulf Building, Pittsburgh, Pennsylvania. 


Alcoa Aluminum Foil ‘dresses up” the product and protects flavor and freshness. 








and pleases your 
PRODUCT 


because ALUMINUM is friendly to food 


@ Any food product appreciates the friendliness of 


an Alseco Aluminum R-O Seal. It is made of Alumi- 
num, so that it is non-toxic, cannot contaminate, 
can’t rust. Nor can it discolor your product. 

And because it is an R-O, it seals the original 
freshness and goodness of your product IN. There 
can be no breathing nor leaking. And vacuums up 
to 28 inches are possible. Yet feminine fingers 
unscrew it easily and quickly, for it won't wedge 
and bind. 

This is because the Alseco sealing machine “tailors” 


the threads into the glass finish. When the automatic 
machine places the seal on the jar, the seal has a 
plain skirt. Stationary top pressure seats the glass in 
the sealing medium, and while the jar and seal are 
held motionless, the threads are ‘Rolled-On” by 
spinning rollers. 

As a result this new seal gives you the combination of 
increased buy-appeal, plus protected quality and open- 
ing ease that encourage “repeat” buying of your brand. 
Let us send you the whole story. Address ALUMINUM 
SEAL COMPANY, Dept. GP-3, New Kensington, Pa. 





TRADE MARK \\ < £69 4 REG. U. S. PAT. OFF. 


ZECO SEALS AND SEALING MACHINES 





hottles with 


Alseco R-O’s are made At ane 1 il Capsul 
seco Foi paules. 


in all sizes. 





This is the “Goldy” Tumbler Seal. The “Goldy” Reclosure Seal. 





Veep peackaping paagedn{ 


New Flower-Lite Tapers by Master Craft are packaged in attractive 


display boxes picturing their use. Boxes were designed by Bruc 


Force and are manufactured by the Newton Carton Company 


Revere Sugar Refining Company is now packaging certain varietie 
of its product in lithographed metal containers with interrupted 


thread covers. Containers are made by American Can Company 


A trade mark, “Old Atlas’, is incorporated in the design for the 
new bottle of Wilson whiskey. Secondary seal is by Sylvania; cor: 


by Armstrong; label by American Label, and bottle by Whital! Tatun 


Stewart Ashby Coftee Company is packaging its line of private blend 


teas in fibre cans with metal tops and caps. Customer is able by 





color alone to tell what blend of tea she prefers—yet there is very 
definite family resemblance in the packages. Cans are manutacturea 


by the American Can Company 
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La Insular Cigar and Cigarette Factory, Manila, P. I., has prevented 
forgery and imitation of its cigar brands by use of transparent cellu- 

ribbon bands, simultaneously adding to the attractiveness of 
the cigars. Bands are supplied by Du-Tone Ribbon Corporation 


Resist it if you can—the appeal of this “pals display which was 
eated and produced for Wm. Wrigley Jr. Co. by The Forbes Litho 
jraph Co. 


crea 


idwest—Wolverine coated abrasives are now merchandised in a 
ype of corrugated shipping box originated by The Hinde & 

h Paper Co.—and sandpaper is sold to people who never re 
ed, upon entering the hardware store, that they were sandpaper 


pects 


What a lot of shoes you got, Miss Ames.” But Whittemore’s keep 
them all looking new—and the display makes that fact quite evi 
dent. The display was created and produced by The Forbes Litho 


graph Company 


National Folding Box Company devised the unusual shaped carton 
sed by John Macintosh & Sons, Ltd., Inc 
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Gold Pakt Products Corporation introduced its new ‘‘nam U 
less’ chewing gum in an all-over, heat-seal printed metal 
foil wrapper which is applied at the rate of 120 packages per 


minute. Wraps are manufactured by Reynolds Metals Co. S 


Popeye and his chums do their act in this effective pyramid 


= 


display created for Westinghouse Mazda lamps by Einson I 
Freeman Company, Inc. 

‘ 
From Wurzburg Brothers comes the following group of de ' 
signs in labels: Wesco porcelain cleaner used by Western 


Chemical Co., can made by Sefton; Stick Tite used by Rite 
Way Products Co., can made by Sefton; Colonial Crispak 


Coffee and Chicory package supplied by R. C. Can Co 


——a ae 


and Crown Pork and Bean labels 


A comprehensive survey was made before the design for 
Spalding golf ball boxes was commenced. Here is the box, 
designed by Frank Condon, used for one of a family of four 


leading sellers 


. 





An effective die-cut label adds unusualness to the package 
for Kemp's Cocktail Kernels. The package is supplied by 


courtesy of Anchor Cap & Closure Corporation 
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(Continued from page 68) conveyor set-up about 250 
one-pound boxes per girl per day are handled, and with 
the spread system, which is not mechanized in any 
respect, only from 120 to 200 boxes per girl per day, 
depending on the kinds of goods, are handled. Further- 
more spread packing takes about 50 per cent more floor 
space than the conveyor method. 

We now come to the packaging of the specialties, 
such as hard candies, bars, lollypops, etc. In discussing 
these specialties it is worth bearing in mind that the 
packing is done either in a room adjacent to that in 
which the goods are manufactured, or in the same room. 
Hard candies, which are put up in glass jars have a 
gloss finish and are very susceptible to moisture. For 
this reason the air in the packing room is carefully 
conditioned. In fact the air in all the rooms where 
candy is made, handled and stored is conditioned in 
various ways depending on the particular operation. 
For packing such conditioning is obtained from a cen- 
tral installation which provides air that has been de- 
humidified to a constant dew point. 







Fig. 9. Plan and elevation showing 

layout of conveyors and arrange- 

ment for packing boxes and 5-lb. car- 

tons. Fig. 10. Semi-automatic (Miller) 

wrapping unit at Greylock Candy Co. 

The portable feature of this machine 
is of considerable value here 


Overhead conveys 
cartons 


FIG. 








The layout for packing is shown in Figs. 6 and 7. 
The hard candy comes in from the adjacent manufac- 
turing department on a conveyor cooled by a blast of 
cold air and delivered into trays on tables with ball- 
bearing casters which are pushed to the benches. The 
glass jars are filled by hand by three operators on each 
side of each bench. The filled jars are then placed on 
the canvas belt conveyor which takes them to the 
vacuum and capping machines (White Cap Co.) Vac- 
uum is necessary to preserve the gloss finish and to 
prevent the candy from getting sticky in case it is kept 
under adverse conditions after it leaves the plant. The 
capped jars are placed on the bench adjacent to the 
machine and are packed in cartons. The latter are 
placed on metal bins with skid platforms and taken to 
storage on lift trucks. 

Canvas for the belt is efficient as it will slip under 
the jars if there is a jam without tipping them over 
and spilling the contents or breaking the glass. The belt 
operates at a constant speed, twenty feet per minute, 


ore room 
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Portion of Conveyors 


as the conditions here do not call for variable speed. 
It is a simple arrangement for not very large produc- 


;0 tion, although 5,000 jars per eight-hour day can be 


handled. It is also sufficiently versatile for packing jars 
from 21% to 22 oz. in size, filled with different kinds of 
hard candy. 

Lollypops are wrapped by machine (Package Ma- 
chinery Co.) in the same room where the jars are 
packed. The rate of production is about 100 per min- 
ute. They are discharged into a portable box which is 
taken to a bench, where they are gathered together in 
clusters and wrapped in colored transparent cellulose 
wrappers by hand and placed in display cartons. This 
operation is simple and adequate for the volume 
handled at the plant. 

At another point, adjacent to the appropriate manu- 
facturing department, the “kisses” are wrapped, by ma- 
chine (Package Machinery Co.), at a rate of 150 per 
minute. The material is “spun” into the machine by 
hand and the wrapping operation follows. 
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The caramel layout is somewhat more elaborate, «|- 
though the practice is much like that employed in many 
other plants. It is diagrammatically shown in Fig. 8. Tlie 
sheets of material are laid on a table in the manutfac- 
turing room and are pushed into the sizing roll on to 
another table. They then pass through the cutter, 
which makes eighteen long strips and passes them on 
to a short conveyor which delivers them to a third table. 
From here the material is fed by hand to the cutter and 
wrapper, one strip at a time. These operations are 
synchronized so that the cutter and wrapper work at 
full speed and can handle 5,000 pieces per hour. 
Wrapping is done with both wax paper and transparent 
cellulose, depending on the grade of goods in process. 
One operator tends to the sizing and slicing and a sec- 
ond to the feeding of the wrapper and cutter. Two girls 
pack the finished goods in ordinary boxes. 

In another department there are six foil wrapping 
machines wrapping certain candies in metal foil. These 
items are of standardized shape and are efficiently 
handled in this way at a rate of 70 pieces per minute per 
machine. 

The wrapping of chocolate tablets is done on three 
(Package Machinery Co.) machines. The operation 
consists of putting on a wrapper and outside band, at a 
speed of 120 tablets per minute per machine. These 
three machines are in a row, (Continued on page 123) 


Fig. 11. Layout for semi-automatic filling and heat- 
sealing of transparent bags of toffee. Fig. 12. 
Semi-automatic combination weigher and bag filler. 
Fig. 13. Types of printed transparent cellulose 
bags used for toffee 

























FIG. 13 
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Sound design and planning for use- 

fulness and display value can be 

successfully applied to packages for 

garden products—as shown by these 
two half-tone illustrations 

















“Cultivating” the amateur cultivator 


It's a long way from the familiar seedsman’s printed envelope to the attractive 
packages which begin to dot the shelves of garden supply stores. Yet packag- 
ing has a long row to hoe in this strangely neglected field. 


O those whose nearest approach to gardening is 
the view through a train window, the size and ex- 
tent of the garden supply industry—when first discov- 
ered—will come as a surprise. Yet one has but to walk 
into one of the many large and well-stocked garden 
supply stores or departments, which are found in most 
well-to-do suburbs and many big-city downtown shop- 
ping centers, to appreciate the fact that meeting the 
needs of the garden enthusiast is a job that calls for 
the full-time thought and effort of thousands of people. 
Yet, in spite of the thoroughly organized nature of 
this industry, in spite of the existence of large and well- 
capitalized seed and tool suppliers, of hundreds of 
newspaper-sponsored gardening institutes, of literally 
thousands of gardeners clubs, of flower shows and a 
flourishing and growing industry (no pun intended) 
whose volume runs into many millions annually; in 
spite of all these signs of thoughtful and organized 
merchandising, the progress of packaging in this field 
has been slight and, for the most part, thoroughly 
undistinguished. 

True, a number of well-planned and well-designed 
packages have reached this market in the last four or 
five years. Many of these have been shown on these 
pages and one, at least, was of sufficiently high merit 


to win the acclaim of the All-America Competition 
judges. But these exceptions—of which more anon— 
serve only to prove the rule, in a way that becomes 
thoroughly apparent when one enters a supply store. 

Two facts are instantly apparent. Many of the prod- 
ucts on display are not pack- (Continued on page 99) 











Package design and display design are 
closely related. In order to have both used 
to their maximum effectiveness, they must 
be exposed to (public sight) traffic. They 
must be sufficiently attractive to satisfy 
the dealer that they will influence suffi- 
cient sales to yield him a profit. 

For the most part, the dealer must be 
sold on putting the package in the best 
traffic location and the display in his 
window. 

In the feverish competition for such loca- 
tions, the dealer is subjected to much sell- 
ing pressure in both the spoken and the 
printed word. Salesmen and advertise- 
ments urge him to give hundreds of prod- 
ucts preferred locations, and from this 
group, he must elect to feature relatively 
few—his space is limited. 

In choosing his products to be featured, 
the dealer is influenced by many of the 
same psychological factors that impress 
the consumer—color, design, and the like. 
In addition, of course, he has the two other 
considerations ever present in his mind— 
sales volume and profit. But the stimulat- 
ing effect of counter and window display 
on sales has been well proven, and if the 
merchandise gets off the shelves on to 
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Relation between displays and packaging 





display, the sales volume is bound to 
jump. 

The prime difference between packag- 
ing and display is that display is calcu- 
lated to arrest attention from a much 
greater distance than a package can be 
hoped to achieve. The package is subject 
to a much closer scrutiny than a display 
—yet both rely to a great extent on 
appearance and appeal. Certain products 
have been put on the market where the 
package designer made a distinct effort 
to include a design that when massed 
gave a definite display appeal. This has 
been achieved in some cases by having 
the four sides of a carton designed so that 
the design overlaps from one side to an- 
other, thus enabling the retailer to pro- 
duce a continuous effect that runs the 
length of the four sides of a package. 

People concerned with merchandising 
and promotion are familiar with the type 
of display piece that enables the inser- 
tion of the merchandise package into the 
card, thus making the package part of the 
display. This is a common device and an 
extremely effective one — although in 
many cases the package is so designed 
that it does not lend itself well to attrac- 
tive card display. 

In fact, when any display is designed, 
the merchandise and the package should 
receive most careful consideration. 

Every effort should be exerted to design 
the display so that it is relevant to the 
package and encourages an ample ex- 
hibit of the packagings. 

The adage “out of sight, out of mind” 
applies with equal force to packages and 
displays. 
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In this issue Mopern Disptay makes 
its bow as one of the recognized de- 





partments of MopERN PACKAGING, and 





hereafter will be included in each 
number as a regular feature. 


Since its establishment MopERN 





Packacinc has consistently rec- 





ognized the importance, to users and 
makers of packages, of effective dis- 
play as a means of product and pack- 
age distribution and to encourage 
purchase at the point of sale. This de- 
partment then, is simply a logical step 
in the direction of more extended ser- 
vice to readers. 

Broad in concept, Mopern D1spLay 
calls for careful and selective treat- 
ment of the various subjects to be dis- 
cussed and illustrated. The choice of 
these has been placed in the hands 
of those competent to speak authori- 


tatively. 









Announcement to distribution in 30 days 


Pre-planned integration of packages with counter, floor 
and window display designs produces phenomenal 


results in introduction of new type moth destroyer 


EBRUARY 15, New York: Before a gathering of 

wholesale druggists, manufacturer Baltus Rolfs dem- 
onstrates his new product, Mothwool; shows its newly 
created packages, its accompanying displays; exhibits 
proofs of national magazine advertisements and outlines 
forthcoming radio campaigns. 

March 15, the West Bend (Wis.) factory of Baltus Rolfs, 
Inc.: A check-up is made of the status of Mothwool dis- 
tribution. 130 wholesale druggists are listed on the com- 
pany’s books, placed there by a sales force totaling five! 
In addition, 80 per cent distribution has been attained 
among key retailers in ten major markets. Plant exten- 
sions are placed in work as re-orders begin to flock in 
with the active retail season for the product still eight to 
ten weeks away! 

April 15, in West Bend: A further check-up discloses 
that 75 per cent of all wholesalers who have had the 
product on sale for two weeks have placed re-orders. 
Three firms have re-ordered eight times. One large Chi- 
cago house sent in three re-orders within the first week, 
sent two more later. Among the key retailers, merchan- 
dise was being put on sale in advance of the season. In 
some cases sales justified re-orders within two weeks after 
the placing of such merchandise before the public. 

The above tabulation of progress in securing distribu- 
tion (and enthusiastic cooperation on the part of dealers 
and distributors) is of particular interest in view of the 
fact that it was accomplished, during the off season, for 
a new and revolutionary product in a highly competitive 
field. Every dealer and every distributor placing an order 

gambled on the public acceptance of the Mothwool 
method of moth destruction. And the major reason justi- 
fying the gamble proved to be the nature and quality of 
the packages and displays presented by the company plus, 
perhaps, the prospect of sizable advertising backing. 

When supposedly crusty, hard-fisted, profit-squeezing 
wholesalers and the even tougher school of chain-store 
and department store buyers will adopt a “sign-on-the- 
dotted-line” attitude to an unknown product on the basis 
of package and display appeal, such packages and such 
displays are worthy of the closest scrutiny and analysis. 
And, while this performance would be phenomenal in 
any field, it is all the more so in the field of moth-fight- 
ing, where perhaps a thousand different products—sprays, 
powders, cakes, bags, closets, solutions and whatnot—have 
been presented to the market in the last ten years. 

All of which is written without prejudice as to the 
quality of the Baltus Rolfs product. That does not con- 
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MOTHWOOL 


cern this magazine, though the cleverly planned use of 
extracts from bulletins of the U. S. Department of Agri- 
culture in the Mothwool displays is to be acknowledged 
as a well-calculated means of building up dealer and 
consumer confidence. 

But the question of package and display design and 
construction quality—which does vitally concern MopERN 
PACKAGING — can only be answered in the most distinct 
and loud affirmative. First, on the basis of the figures 
cited above and, secondly, on the basis of an analysis of 
the problems the firm met and solved. 

Consider the packages. These consist first of an inner 
pad-holding carton, comprising a back-panel to which is 
stapled a die-cut front. Between these two is firmly held 
the pad of Mothwool, so that it is accessible to the egg- 
laying moths from both sides and through the die-cut 
windows on the face. The two panels are firmly held to- 
gether by metal staples at top and bottom, the back panel 
being folded over the front one. A small hole is provided 
at the top of each pad-holder to permit hanging on a 
coat-hook or from a nail in the clothes closet. 
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Seven of these pads are fitted into a conventional fold- 
ing carton, so designed as to stand upright. The back of 
each pad is printed with full explanations and directions 
for use and similar instructions are also printed on the 
back panels of the cartons, thus eliminating any need for 
opening the carton in the store. The color scheme of 
both cartons and pad-holders is in two-tone effects of 
lavender and purple, colors selected both for their ability 
to harmonize with the most fastidiously furnished closets 
and for their eye-appeal and contrasting nature in com- 
parison with competitive products. 

In the case of the pad-holders, the design consists of 
three flying moths, aimed upward at the die-cut circle 
disclosing the pad. The moths are outlined with deep 
purple borders, surrounding die-cut holes disclosing the 
pad and providing additional surfaces upon which real 
moths will alight, lay their eggs and thus destine them 
to devitalization. Across the die-cut circle, in reverse let- 
tering, appears the word “Mothwool” on a dark back- 
ground. This, with the exception of a small signature at 
the bottom of the pad, is the only lettering to appear on 
the face of the package. Yet, in conjunction with the 
design, it tells a complete story. 

Concentric circles and segments of circles, centering 
upon the die-cut hole and the name plate, serve to focus 
all eyes upon this feature of the package, as do also the 
flying moths. The color of the white wooly pad is cleverly 
used, by means of the die-cut holes, to gain a three-color 
effect with only two printed colors. 

The carton tends to even greater simplicity, consisting 
of a dark purple top-section bearing che word “Moth- 
wool” in thin-line reversed lettering. Below this, cen- 
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tered upon the carton’s corner and with wings at an 
angle on both front and right side of the package, ap- 
pears a single large moth. A thin white line leads down, 
from the name plate, through the moth’s wing to the 
three word, explanatory slogan, “A moth destructant”, 
which appears just above a series of horizontal lines 
which serve as a base for the lighter central panels. The 
left face of the carton consists of detailed instructions 
for use and the rear face contains a reproduction of the 
design of the interior pads. Thus every necessary explana- 
tion is provided, while the carton’s two most prominent 
faces are held to an extremely simple, poster-like design 
particularly well suited to display. 

Three types of displays are provided to dealers, the 
firm's policy being generous in this regard, particularly 
among large dealers cooperating in planned promotions. 
Smaller dealers also receive a limited amount of display 
material and are given an opportunity to purchase the 
more elaborate displays considerably under cost. 

The counter display consists of a platform, in two 
stages, designed to hold six cartons of pads in a pyramid 
effect. In front of the cartons, a die-cut panel holds a 
pocket containing reprints of Department of Agriculture 
bulletins and the invitation to the potential consumer 
to accept these. A rear panel, rising above the backs of 
the higher cartons, contains sales slogans, price informa- 
tion, and an illustration of a “flock” of moths flying 
towards a pad of Mothwool. The upper portion of this 
pad is illustrated as being under a magnifying glass and 
moth eggs are pictured on the wool-pad under the lens. 
A six word explanation of the action of the product is 
placed at this point in small type, reading, “Moth Eggs 
Devitalized by Mothwool.” 


1. Construction of.inner pad is simple. Two 
flat sections, folded and stapled, form the 
complete unit 


SCIENTIFIC DISCOVERY 


: 2. Greater display value is gained for the 
Mothwool package by the use of two pan- 
fs els to form a single design unit and by the 
4 elimination of all but the most essential four 
words from these portions of the package 


3. Counter display units feature the moth 

parade and magnifying lens to explain pic- 

torially the action of the product in destroy- 
ing moths 


4. Floor-type display is similar to the coun- 

ter unit, the various elements being re-dis- 

tributed to form a design effective for this 
type 








In spite of the seeming lack of emphasis given this mes- 
sage and the shortness of the explanation, its position 
(under the magnifying lens and at the central eye-point 
of the display) makes certain that it will be thoroughly 
read by all who are stopped by the dramatic illustration. 
In fact, the use of small type serves to force the reader 
to draw closer, thus inducing many to handle the prod- 
uct who might otherwise pass on. 

A larger display which stands on the floor, consists of 
a counter-high platform featuring the inner package, 
magnifying lens and moth-parade illustration under the 
slogan, “The attractive nest that Lures the moths.” Side 
panels contain cartoon illustrations of an old-time Simon 
Legree type, whip in hand, “Cracking down on the 
moth” which appears in the lowest corner. 

Three tiers of six packages each are held by low side- 
walls in the platform of the display and a background 
rises above these to carry the slogans, bulletin-holder 
and price information. Both this and the counter display 
feature the same color scheme of lavender and purple 
that characterize the pad-holder and carton, but here 
vellows and reds have been added to provide effective 
contrasts and additional eye-concentrating power. 

The window display material consists of additional 
units which may be used separately or as a group. These 
consist of giant reproductions of the carton, easel panels 
illustrating salient features of the product and citing evi- 
dence of the ability of the product to pertorm its task of 
moth destruction, and, finally, a central panel with 
lighting apparatus to provide a lighted motion of flying 
moths leaving closets and furniture to make for the wait- 
ing trap of a Mothwool pad. 

Among the smaller panels, the one using a testimonial 
letter is particularly interesting from a display viewpoint. 
While reproducting the letter in full and in a size that 
makes it readable even at some distance, the designers 
have recognized that the average person will neither read 
nor, perhaps, fully understand the meaning of all the 
words therein. The message is therefore driven home by 
the caption, “Positive Proof!” and the three sub-captions, 
which emphasize the words, “Kills”, “Protects” and “De- 
These captions are set upon circles at the margin 
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of the letter and are tied to the text by indications of 
pencil lines drawn from appropriate portions of the 
main letter. 

The lighted display, while following the main features 
of the background panels of the smaller displays, utilizes 
translucent inserts to permit lighting of the two sweeping 
“moth paths” which are the central feature of this unit. 
A motion device creates the illusion of movement among 
the moths and thus dramatizes the action of the Moth- 
wool pad. 

Armed with these carefully planned packages and dis- 
play pieces, the company approached its major distribu- 
tors with something more to offer than merely anothe) 
product. Each piece, from the smallest to the largest, em- 
phasizes the differences between the product and any- 
thing offered before. Phrases such as “A new scientific 
discovery” appear repeatedly on all the display and pack- 
age copy. Explanations of the method by which the ma- 
terial accomplishes its work are boiled down to the fewest 
possible words and, wherever possible, words are replaced 
by simple, dramatic self-explanatory pictures. Finally, a 
complete program of national advertising through such 
magazines as the Ladies’ Home Journal, The New Yorker, 
Cosmopolitan, Pictorial Review, etc., and a series of 
radio programs over eight main-market radio stations, 
were contracted for. 

Thus it was not empty-handed that the firm ap- 
proached wholesalers and key dealers many months be- 
fore such products are usually thought of — much less 
ordered!.And, of all these tools of promotion, perhaps 
the most important—in view of the newness of the prod- 
uct, not merely as a brand but as a type—were the point- 
of-sale promotional items, the packages and displays. 

Today, the soundness of their design may be accepted 
as a fact — though individual details may, perhaps, be 
criticized—for wholesalers, chain stores, department stores 
and individual consumers have proved their acceptance 
of the merchandise, on the basis of package and display, 
long before they could put the product itself to the test 
of actual use. 

Credit: To Badger Carton Company for design and 
construction of packages and displays. 


Window display units include giant reproductions of the carton (right and left center), easel 
panels and a lighted motion display dramatizing the luring action of the pad for moths 


pre ce 


DESTROY, 
<0 ‘MoTHS - 


31° SCIENTIEI DISCOVER 


% 





MOTHWOOL 
















is of 


the 


ures 
lizes 
Ing 
Init, 
Ong 
oth- 


dis 
ibu- 
they 
em- 
any- 
tific 
ack- 
mia- 
vest 
iced 
y,a 
uch 
key, 
, of 
ns, 


ap- 
be- 
less 
aps 
od- 
int- 


ted 

be 
res 
nce 
ay, 
est 


nd 















The value of 
window display 
advertising 


BY GEORGE P. KENNISON 


I has been said that a picture is worth ten thousand 

words, and a window display is an advertising picture 
designed to sell goods at a profit. Therefore it behooves 
the merchant to build every display according to the 
tundamental principles of modern advertising, so that it 
will reach out and stop people and draw them into the 
store. Yet, it is surprising how little thought is given to 
the sales-compelling value of displays. 

Window display is one of the most effective advertising 
mediums for all kinds of business; and it is the only adver- 
tising available to many retailers. A window display pos- 
sesses all the elements of other mediums—color, design, 
copy and illustration. It has an added advantage, not 
shared by other mediums, in that it is three-dimensional, 
possessing length, breadth and thickness. Furthermore, it 
makes possible the use of motion, lighting effects, atmos- 
phere, “life,” plus the presentation of actual merchandise 
to customers. The window display is an advertisement 
that cannot be reproduced in any other medium. 

The public spends many hours in window shopping, 
and almost any type of merchandise can be successfully 
sold through the medium of display. Not only is the win- 
dow shopper a potential customer but a potential agent 
for word-of-mouth advertising, for often we have heard 
women say, “I saw the most wonderful value in So-and- 
So's store,” or ‘‘So-and-So has the best-looking line of low- 
priced gloves I have ever seen.” A good window display 
continues to sell merchandise for many weeks following 
its appearance. 

Whether of the institutional type intended to build 
good will or designed solely to sell merchandise, every 
display, if it is to be effective, must accomplish a fourfold 
purpose: attracting attention, arousing interest, creating 
desire and stimulating action. Among the most practical 
attention-getting factors are color, light and motion. 


As assistant advertising manager, George P. 
Kennison has been responsible for some of the 
most effective advertising material furnished to 
Rexall agents by the United Drug Company. 
While attending high school, Mr. Kennison 
worked during spare time in the store operated 
by his father, who had been a druggist for 
twenty years; and upon graduating from high 
school he was also ready to graduate in phar- 
macy, having had four years of study and ac- 
tual experience in every department of a retail 
pharmacal establishment. 

During his last year in his father’s store, 
Mr. Kennison had complete charge of the busi- 
ness, buying merchandise, engaging sales- 
people, compounding prescriptions, and doing 
a.large amount of manufacturing. After grad- 
uating from preparatory school, Mr. Kennison 
entered college, but during his second year he 
joined the army and served in Europe with 
the 26th Yankee Division. In October, 1922, after 
completing an extensive course in advertising at 
Boston University, he became manager of the 
display department of the United Drug Com-- 
pany. After two years he was appointed assis- 
tant manager of the sales promotion department. 
Since that time, Mr. Kennison has had personal 
contacts with Rexall agents throughout the 
United States. He has delivered many addresses - 
at national conventions in addition to the talks 
given at state Rexall meetings. 


Many an otherwise good window display has been ruined 
by a wrong color scheme or poor lighting. Interest is 
aroused by the proper selection of merchandise and its 
arrangement in relation to the background decoration. 
At this point the passer-by regards the display imperson- 
ally. The next step is to create the desire of possession, 
and to do this the display man must give the merchandise 
the setting and atmosphere that will show it off to best 
advantage and suggest its quality and uses. A window dis- 
play of baseball outfits, for example, is much more inter- 
esting when it includes photographs of some of the stars 
of the major leagues. A display of golf equipment creates 
the desire to purchase, when placed in a setting of arti- 
ficial grass and with a scenic background familiar to 
golfers. Fur coats have been sold in the middle of summer 
and straw hats in winter merely through the use of set- 
tings depicting the season of the year when such items 
are needed. 

The final step, that of stimulating action so that the 
customer will enter the store and make the purchase, Is 
accomplished in many cases through the printed word— 
the selling messages on the signs, which should appeal to 
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the pride, vanity, or pocketbook of those who pass by. 

Even though these four elements are incorporated in 
your display, it will not be 100 per cent productive unless 
certain other essentials have been carefully considered. 
The window must be clean; it must contain the proper 
type of fixtures; the items shown must be related, and if 
the window contains a miscellaneous assortment, each 
item must stand by itself. If the window is unusually high, 
the display must be designed along horizontal lines; if the 
window is long and low, a vertical display is far more 
attractive. An artistically designed, well-worded sign 
should appear on the featured items. 

By all means show merchandise that is popular in the 
community in which the store is located. A Fifth Avenue 
display would make few sales in the Bowery. The display 
must be timely. It must reveal originality and imagina- 
tion, and, if the product featured is nationally known, it 
should be tied up definitely with the manufacturer’s 
national campaign. 
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Much has been said about how often a window display 

should be changed. Generally speaking, displays lose 
value as attention-getters after they have been installed 
from a week to ten days, yet sales may continue for some 
time thereafter. There are many subjects around which 
displays may be built, including the daily news, sporting 
events, national holidays, anniversaries, seasons, styles, 
utility, testimonials, service, price, health, etc. But what- 
ever the motif, the object of the display is to sell mer- 
chandise. 

Since no one form of advertising is sufficient unto itself, 
co-ordination is absolutely essential. Teamwork is just 
as important in advertising as on the baseball diamond 
or football gridiron. A window display cannot do all the 
work, and so we co-ordinate the window display with 
interior display, relying on the latter to clinch the sale, 
for the window display has done its chief duty when it 
has brought the customer into the store. Interior display 
and salesmanship then come into action. 


1. A colorful window “tie up” counter display that sold 
102 tubes of Briten tooth paste over a weekend 


2. Typical type of window display made with cutout and 
other materials received in United Drug Company's 
Sales Promotion Service 
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Whenever possible, the general color scheme and 
atmosphere of the window display should be repeated in 
the interior display. Considerable thought should be 
given to the location of the display. If the item is a special 
value offered for a limited time, it is best to give it a 
prominent place just inside the door; otherwise, the dis- 
play can be made in the department in which the item 
is placed for distribution. 

Interior displays should be so arranged that customers 
can handle the merchandise without feeling that they will 
destroy the display. Put yourself in the customer's place. 
You would be reluctant to remove an item if you thought 
it might upset the display. 

The Advertising and Sales Promotion Department of 
the United Drug Company stresses the importance of 
window and interior display, and constantly co-operates 
with the thousands of independently-owned Rexall stores 
to make its advertising mediums as powerful as possible. 
We thoroughly believe in planned advertising, and rec- 
ommend a definite monthly program for newspaper, cir- 
cular, and direct-mail publicity, and that these mediums 
be co-ordinated with the Rexall Weather Chart Calendar, 
Rexall Family Almanac, Rexall Magazine, special sales, 
concentrations, etc., for each one helps all the others, and 
together they are an irresistible force. 

We offer Rexall agents at very little cost a display pro- 
gram known as the Sales Promotion Service, which pro- 
vides a complete window and corresponding interior dis- 
play for every week in the year. Each display features 
“Own Goods,” that is to say United Drug Company prod- 
ucts; each is tied in with all the mediums above men- 
tioned. ‘Thus, the display man knows on Jan. 1 just what 
merchandise he will feature on Dec. 31. Such a program 
eliminates guesswork. How many times has the display 
man in a small retail establishment said to his boss, “That 
display has to be changed tomorrow. What shall we tea- 
ture for next week?” The subscriber to the Rexall Sales 
Promotion Service is never confronted with such a prob- 
lem, for his next week’s display has already been planned 
for him, and his schedule tells him when it should be 
installed. He knows that if the display is made on the 
designated date, it will link up with his other forms of 
advertising without further check. Not only does he re- 
ceive all the necessary material for each display, but is 
told through photographs just exactly how to set it up, 
the fixtures required, and the type and amount of mer- 
chandise to feature. This information is contained in a 
booklet entitled “Money Windows.” 

The Sales Promotion Service is shipped to subscribers 
each month and consists of beautiful full-color lithograph 
cutouts, 22 in. x 36 in. duotone center pictorials that fit a 
standard frame, 14 in. x 28 in. two-color cards, 7 in. x 11 in. 
showcards, price cards, price tickets, window strips and 
bulletins, hundreds of counter folders for inserting in 
packages, a large quantity of utility envelopes, quota 
cards, and other useful items that enhance the attractive- 
ness of both window and interior displays. 

Perhaps not all retail merchants are as fortunate as the 
Rexall druggists, but the same principles can be applied 
to any business, and planned advertising with all medi- 
ums co-ordinated, and used on schedule time is sure to 
produce results. Make Window Display your No. 1 
advertising medium and then watch your sales curve 
move steadily upward. 
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3. Well lighted artistic display of Cara Nome toiletries re- 
cently made by the Liggett Company, Providence, R. I. 

4. Latest trend in store interior arrangement. Practically 
all showcases are removed and replaced with island 
display units. Approximately 25 per cent increase in 
sales as a result 

5. Lending atmosphere to timely display by use of plants 
and died-out wedding bells. A very effective and color- 
ful display. 












Capitalizing package merit by displays 


N its original concept, the All-America Package Com- 

petition was intended as something that, by its very 
nature, would be confined in its appeal to groups within 
the packaging industries. It was felt—in those years—that 
individuals who would be interested in and benefitted 
by such a competition would be found only among pack- 
age designers, package users, package suppliers and such 
other buying, advertising or merchandising executives 
whose work was closely related—in some fashion or other 
—to packaging. 

Rather to the surprise of the original board of judges 
and of the staff of MopDERN PACKAGING, interest broad- 
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ened with the announcement of the very first competi- 
tion. Visitors to the exhibits of entries included hundreds 
of persons whose connections to packaging were more 
remote than those described above. Daily newspapers, 
general magazines and trade journals, by the score, re- 
quested information and published data about the com- 
petition and the individual prize-winners. And organiza- 
tions, from art museums to advertising clubs, requested 
loan exhibits of the medal winning packages, until half 
a score of these traveling exhibits were touring not only 
the United States, but Canada, Australia, England and 
half the rest of the world. 
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Soon another development made itself noticeable. ‘The 
advertising executives of companies whose products had 
won awards realized that the fact of the award itself— 
even though it established the merit of the package rather 
than that of the product—was a fine means of arousing 
interest, establishing confidence and customer approval. 

The first attempts in this direction were limited to 
trade journal advertisements in which the manufacture1 
called the attention of his dealers and prospective dealers 
to the fact that his package had been adjudged a prize- 
winner, of outstanding merit, by a board of competent 
judges. The implication, in most cases, was to the effect 
that such a package deserved dealer sales support because 
of this demonstration of its sales and display qualities. 

As a next step, however, advertisers realized that inter- 
est in such awards extended far beyond the confines of 
the wholesale field. The Great Atlantic and Pacific Tea 
Company capitalized the news value of the awards given 
to the Egmont Arens designs for Bokar, Eight O'Clock 
and Red Circle coffees, by preparing twenty-five thou- 
sand, five-color posters featuring the award, for display 
in its store windows throughout the country. So too, to 
mention but one of a number of instances, did the Cam- 
pana Sales Company feature the winning of a packaging 
prize by its Italian Balm in a long series of radio pro- 
grams over national networks. 

Among the winners of awards in the 1935 competition, 
announced but a short time ago, the Castilian Products 
Company has been one of the first over the line in build- 
ing its sales efforts around the award. Since its products, 
the Princess of Hollywood cosmetic line, are made ex- 
pressly for F. W. Woolworth stores, its principal adver- 
tising efforts are concentrated upon point-of-sale displays. 
Therefore, immediately upon announcement of the 
award, designs were prepared for a complete window set- 
up and a counter-arch, featuring the All-America award. 
The window display, designed and manufactured by the 
Artcolor Company, is built around a reproduction of the 


All-America trophy itself, in greatly enlarged torm, as a 
central feature. 

This, reproduced in silk screen, stands upon a platform 
similar to the base of the actual award trophy and is 
flanked by a series of six shelves, three on each side. Be- 
hind the draped, central figure, a background circle fea- 
tures the name of the product and the words “National 
Prize Winner.” The merchandise, representative of the 
entire Princess of Hollywood line, is displayed on the six 
shelves, and on three levels directly in front of the base 
of the enlarged replica of the statue of award. A color 
scheme of brown, gold, magenta and cream is used, re- 
producing in faithful detail the colors of the trophy and 
providing ample contrast, in lettering and background, 
for the merchandise. 

The display measures 46 in. in height, 33 in. in width 
and 17 in. in depth. Acceptance of so large a display is 
rather an unusual procedure for a syndicate chain store 
and serves to emphasize the attractiveness and sales powe1 
of the present creation. 

The counter arch is, necessarily, more restrained in its 
featuring of the award, because of limitations of construc- 
tion and design. It consists of two uprights, 54 in. in 
height and each bearing three round shelves for mer- 
chandise. A cross panel, in the form of a banner-like 
streamer, arches these uprights and carries the product 
name and a central plaque, reproducing the All-America 
award trophy, in silk screen processing and with the same 
color scheme as in the window display. This unit was 
built by the E. F. Twomey Company and, on its six grad- 
uated shelves, provides ample room for eye level display 
of the complete line, leaving the counter-top available 
for sales-stock and for the demonstrators’ paraphernalia. 


“The unusual nature of the displays,” reports S. L. 
Buttenwieser of the Castilian Products Corporation, 
“and the interest aroused by the All-America award, as 
we display it, are proving to be the means of promoting 
an extremely large volume of business for our line.” 

Similarly taking advantage of the publicity accorded 
its new cans (winner of the 1935 gold award in the metal 
container group) P. Ballantine and Son has had excellent 
success in obtaining dealer acceptance in its distribution 
of counter cards which feature a reproduction of the 
containers and also call attention to the fact that Ballan- 
tine has been accorded first honors. The reproduction 
used is that of the page in the February issue of MoDERN 
PACKAGING which featured the Ballantine containers. 
Printed in offset, this page is backed on stiff paperboard, 
with an easel provided so that it may be set on the counter 
or else hung from the wall or shelf by means of a small 
hole at the top of the card. 


There were fifteen thousand of these distributed 
among dealers and reports indicate that all were placed 
on display and no returns have been recorded. 

Speaking enthusiastically regarding this plan for point- 
of-sale advertising, Henry Gorski, advertising manager 
of P. Ballantine and Sons, stated: “Through the accept- 
ance of this display and the willingness on the part of 
dealers to dramatize the fact that our containers had re- 
ceived signal package recognition, we have been able to 
obtain excellent ‘circulation’ in that our new packages 
have been given a prominent place, in illustration, in 
stores and in windows.” 
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By J. D. MALCOLMSON* 


T is not our intention in this article to discuss the 

value of display stands in general. Every merchandiser 
is well aware of the value of attractive methods of dis- 
playing goods in such a way as to force them to sell them- 
selves. Rather, the purpose of this article is to tell of some 
interesting new developments in the field of large floor 
stands — complete merchandising units which stand by 
themselves in the aisles or other floor spaces of grocery 
stores, drug stores and other retail outlets where direct 
contact with large numbers of shoppers is possible. 

The art of displaying merchandise on the counter has 
almost reached the stage of an exact science. Competition 
for the comparatively small space available has been so 
intense that only the most efficient designs can remain 
there for any length of time. This means that the success- 
ful counter stand must be able to fight for the retention of 
its place through every hour of the day. Even so, the in- 
creasing number of brilliantly successful counter displays 
has resulted in a serious congestion of this area. 

The need for expansion has therefore directed the at- 
tention of alert merchandisers to other areas and the 
aisles themselves have proved to be gold mines for this 
purpose. Fundamentally, the idea was not so new, since 
grocers have always recognized this instinctively and have 
tried to capitalize it by such makeshift methods as build- 
ing up pyramids of canned goods in the aisles or by con- 
structing home made stands from empty wooden boxes 
covered with colored wrapping paper. Incidentally, one 
of the large biscuit companies recently made the grocer’s 
problem easier by furnishing him with printed sleeves 
which can be slipped over discarded containers in place 
of this colored wrapping paper. 

What is the buying psychology that makes a floor stand 
so successful? Briefly, the answer might be given in the 
form of a Hollywood synopsis running something like 
this: Lady enters store with definite mental or written 
shopping list. As she passes threshold, her eye is caught 
by some unusual or striking feature on a new floor stand. 
Stand is located directly in her path so she stops to ex- 
amine the merchandise displayed. Remembers mention 
of product in radio program or magazine advertisement. 
Takes one of the items in her hand for closer inspection. 
Likes its feel and appearance. Tells nearby clerk she will 
try one of them. 

Thus go per cent of the sales battle has been won. If 
the product has merit, there will probably be indefinite 
repeat orders as the average housewife is hard to change 
and continues buying her accustomed brands, especially 
if part of her purchasing is done over the telephone. If 
the product does not have merit, it had no business oc- 
cupying that valuable floor space. Naturally, the fast ac- 
tion recounted in the above synopsis only takes place 
after the most careful preparation by the dealer, the pro- 
ducer and the designer of the stand. 

The retailer can only use one or two stands in his aisles 
without causing congestion. He can, however, push other 
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The floor display stand 


styles directly against the walls and pillars. The stand, 
itself, must be something out of the ordinary. The 
“island” styles are printed on all sides so that any panel 
looks like the front panel. Moreover, this “gets them com- 
ing and going.” 

A perfect example of attention value is a recently pro- 
duced hexagonal corrugated island stand with recesses 
all around the sides, part way up, in which cans or scour- 
ing powder were inserted. The result is so spectacular 
and unusual that no one can pass it the first time without 
stopping. Other cans are dumped indiscriminately in the 
top tray. This introduces a valuable precaution, and that 
is not to arrange the items in the tray in any formal 
order. If this is done, the passer-by will hesitate to disturb 
this arrangement by picking one of the items up. Yet it 
is imperative that this handling take place. It is, there- 
fore, important that the goods should be displayed in 
studied disorder. 

The size of the stand should be carefully worked out. 
If too wide or too high the dealer will begrudge so much 
space. Many of the large self service grocery stores have 
worked out definite limitations as regards size. These 
stores such as the Piggly Wiggly, Big Bear, George W. 
Loft, and the Trading Posts depend entirely on display 
in selling their enormous volumes and, therefore, are 
specialists in this field. Dawson's Trading Post, for in- 
stance, will not permit a floor stand to exceed 54 inches 
in height. This is the largest self service grocery store in 
the world, catering to 50,000 customers in a week. 


Considering the Convertible Stand 


The usual floor stand is a separate item which is de- 
livered flat to the dealer either by mail or by the dealer 
aid man. Some of them are so complicated that the latte 
must set it up. If delivered by mail or express, the deale: 
may fail to figure it out properly. Simplicity in design 
and setting up instructions are, therefore, of paramount 
importance. Moreover, a complicated stand is usually an 
expensive one. For these reasons, many potential pur- 
chasers have been prevented from using them because 
their product will nat stand this extra expense. Their 
most common plea is “Tell me how I can convert my 
regular corrugated or solid fibre shipping container into 
a display stand?” 

Up until recently about the only answer to this inquiry 
was to suggest printing diagonal lines along the two side 
panels of the box with an instruction to the dealer to cut 
along these lines and fold back to make a sloping, two- 
step display. This had several disadvantages. In the first 
place, too many others were using the same idea. Then, 
the average grocer resents having to do all this cutting, 
especially if the box is made of solid fibre. Finally, if he 
is not careful, he may damage the contents with his knife, 
and when he gets all through, the display isn’t anything 
to rave about. Incidentally, this idea is covered by a pat- 
ent, although not many of the users seem to realize it. 
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The last two years have seen several effective, simple 
and ingenious new methods for converting a regular 
slotted carton into a stand. The first of these new moves 
was to add an extra crease in the center of the four top 
Haps. After the goods were removed the top flaps were 
folded all the way in and the lower halves brought back 
at right angles by bending the extra crease in reverse. 
This formed a recessed tray which was supported by a 
large slotted partition extending to the floor and packed, 
knock-down, in the filled case. This partition, however, 
contained several square feet of board and was theretore 
quite expensive. The next step was to provide a slotted 
pad which not only made a smooth tray bottom but also 
served to lock the flaps firmly together, leaving the lower 
portion of the box empty. A later improvement was to 
crease this pad in the center so that one-half of it could 
be raised up in order to get at the balance of the contents 
in the box, as those in the tray were sold. This permitted 
the stand to be used for storing goods as well as display- 
ing them. No blue prints are necessary for setting this 
stand in position. 

Another style of convertible stand has diagonal creases 
in the top flaps, which are folded in web formation ton 
shipment. When the sealing tape is cut, the top almost 
forms itself into a sloping display shelf. Practically no 
instructions are necessary. 


Other Recent Designs 


The illustrations accompanying this article show some 
of the recent corrugated stands which have been particu- 
larly successful in increasing sales. The outstanding fea- 
tures of these and others follow: 

Modess Convertible: This regular shipping containe: 
is converted into a stand by removing the top layer of 
goods, folding down the top flaps and inserting a slotted 
pad found in the top of the container. The balance of 
the goods are left inside for storage and removed as 
needed by lifting one end of the creased top tray. The 
Modess Corporation broadcasts these instructions in 
trade paper announcements and in separate leaflets. The 
announcement also states: 

‘Here's an easy way to increase Modess sales—an easy 
way to bring women into drug stores. Display Modess 
unwraped on this new, tested, easy-to-use floor stand. 
It’s attractively printed — it’s in good taste. This new 
stand will remind women to buy — will bring them 
back — will create steady customers. The ‘certain-safe’ 
Modess shipping case is now designed to open up into 
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this practical stand. Simply tuck in the flaps, slide in 
the cardboard shelf, pile up some Modess packages and 
there it is—ready to go to work.” 

Loose-Wiles Convertible: Most grocery stores are now 
displaying this ingenious corrugated display for oyste: 
crackers and dog biscuits. The top flaps of the shipping 
container are folded in on a diagonal crease in such a 
way that they form themselves into a top tray for display- 
ing transparent bags of oyster crackers. A partially cut 
section in the rear panel can be opened up into a hinged 
hand hole for removing additional goods as fast as those 
on display are sold. The dog biscuit display operates on 
a similar principle except that the box is laid on its rear 
panel with the diagonal flap in front. This forms a sort 
of cornucopia opening from which the bulk biscuits can 
be dispensed. 

Babbitt Display: This style is a straight display stand 
—not convertible. The recesses not only hold individual 
cans in a spectacular manner but also serve to support 
the top tray with its heavy load. No other internal sup- 
port is used so that the absolute minimum of board is 
attained in this design. 

General Foods and Hawes: These styles are adapta- 
tions of the Babbitt stand just described and have been 
successfully used in Canada. The General Foods stand 
is interesting as the corner recesses have been extended 
to the floor giving the stand a pleasing modernistic ap- 
pearance. The printing on the front panel is an invita- 
tion to the grocer to use this stand for any item he may 
desire to feature. 

Weston Biscuit: This Canadian stand is more elabo- 
rate than usual. It should be seen in its actual colors for 
a realization of its true impressiveness. The tray is formed 
by folding in the top flaps and no expensive interior 
packing is necessary to hold this top tray in place. 

Sinclair P D: The triangular shape and brilliant col- 
oring of this stand make its appearance outstanding yet 
without using excessive floor space. Here again the top 
flaps are folded in to form a top display tray. This is a 
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repeat order considerably larger in size than the previous 
one, testifying to the selling ability of this display. 

More Elaborate Stands: Several national advertisers 
have been using multiple stands. Sections can be attached 
toeach other until a regular counter has been built up. 
Often the center section consists of an arch extending to 
the oor and breaking the monotonous lines of a solid 
front. Although made of corrugated board the final 
asembly is remarkably solid and sturdy. These styles, 
however, have the objection of high cost, complicated 
asembly and the use of too much floor space. They are 
better adapted to the larger markets where ample floor 
space is available. 


PHOTO COURTESY OF HINDE &DAUCH PAPER COMPANY 


Other stands are made of heavy solid fibre upon which 
is mounted lithographed paper overlays. Some are ex- 
ceedingly effective but their relative high cost prevents 
the wide distribution so desirable for a nationally adver- 
tised product. For this reason, the trend today seems to 
be toward an inexpensive corrugated stand of striking 
design and sturdy construction. The low cost permits dis- 
tribution to even the smallest retail outlets and also 
allows the manufacturer to bring out something new and 
refreshing by the time the previous stand has worn out 
its novelty. And don’t forget that not all grocery clerks 
are bridge builders or erection engineers. They like a 
stand that sets itself up. 
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By FRANCIS D. GONDA* 


PHRASE in common usage by lawyers, “Time is the 

essence of the contract,” also applies, in most cases, 
to window and store display. For the more time the 
dealer has to spend figuring out whether tab “A” goes 
into slot “B” and where curlicue “C” joins doodad “D,” 
the less chance the display has to get “in” and the more 
likely it is to be just plain “out.” 

And the more the “setting up instructions” (or exer- 
cises, as is frequently the case) resemble the ground plan 
of the latest Egyptian excavations, the greater the likeli- 
hood that the display will get a more thorough burial 
than the most mummified Mu of that defunct dynasty. 
Which is one reason why some of the best brains and skill 
of the display designer have been devoted to the job of 
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Making it easier to set up the display 





simplifying the set-up problem. And that is no “set-up,” 
as an experienced advertiser can tell you. 

The cardboard tricks that have been lately devised to 
make the dealer's setting-up job literally a “snap” would 
make the card tricks of the late lamented Howard Thurs- 
ton look like the antics of a parlor amateur. Take the 
aptly named “snap-up” or “pop up” type of display, for 
instance. All the dealer has to do is to open up the dis- 
play—and all the units instantly spring upright, with no 
need to monkey with a multiplicity of easels. Or consider 
the operation of that newest triumph of display magic: 
the “sculptural” head. You simply set up one easel, and 
Hat cardboard takes on the rounded and realistic con- 
tours of nature. 





* Vice-president, Einson-Freeman Company, Inc. 
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plain - for babies 
with viostero' for children 
mint flavored for adults 


Nor need the busy dealer nowadays fuss with the flaps 
of forty-‘leven dummy boxes if he wants to make a good 
show of merchandise in his window. He just slams down 
a “package pyramid,” and, presto! he has a perfect pile 
of the product, as solid and three-dimensional as the 
well-known Egyptian edifice after which it has been 
named. Or he merely turned in a single, solitary little 
flap, and, behold! there stands a triple-terraced stack of 
cans or bottles—or the display springs forward in three 
successive “planes.” 

As for the combination shipping and display container, 
it no longer takes an M.I.T. graduate or a probably un- 
civil engineer to convert it from the first into the second. 
With the “double tier” or “double compartment” type 
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The set-up devices shown in this article are covered by patents. 


of container, Mr. Dealer merely opens it and sets it down 
on the counter, ready to roll up its sleeves (or sleeve) and 
get to work. 

And the more ingeniously contrived, the more fiend- 
ishly simple the setting-up directions, the more it will be 
admired—and used—by dealers who share the great Amer- 
ican cult of the gadget. For if there were to be a hundred- 
per-cent American religion at all, its temple would be the 
U. S. Patent Office and its prophets Edison, Ford, Bell, 
Morse, Goodyear and Whitney. 

That may be why it is not only good common sense, 
but shrewd sales strategy and sound psychology to spend 
more time to save the dealer's time and wear and tear on 
his vocabulary. 
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By MERLE D. PENNEY* 


T is extremely heartening to realize that the various 

factors interested in display advertising—the advertis- 
ers, as represented by the Advertising Research Founda- 
tion of the Association of National Advertisers, and the 
suppliers, as represented by a committee from the Lithog- 
raphers National Association — have got together and 
organized a comprehensive and intelligent study of dis- 
play advertising. The aim, of course, is to establish an 
accurate measuring stick for determining the circulation 
evaluation of window display space, and in that way de- 
termine the advertising and sales value of window dis- 
plays and window display space. 

Several years ago an extensive survey of window dis- 
play practice was made by the Forbes Lithograph Com- 
pany employing the services of R. O. Eastman, Inc. This 
survey included a study of the traffic circulation—a count 
of men and women passing the test spots and a count of 
those men and women who were seen to observe the dis- 
play. The many factors affecting such traffic were noted 
and recorded, such as size of city or town, location of 
store, kind of store, weather condition, season of the 
year, time of day or evening, character of the display, 
color of the display, size and location of window, etc. 

A large part of the survey was given over to dealer in- 
terviews, a total of 1,043 interviews being made with 
retail dealers in various lines of business—grocery, drug, 
electrical, hardware, paint, auto accessories, etc. A total 
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Watch the window display survey 


of fifty-five questions were asked each dealer, these ques- 
tions covering practically all phases of store display ac- 
tivity — the dealer’s practice with regard to displays of 
various kinds, his opinions, his preferences, the actual re. 
sults he had observed in sales, his evaluation of different 
types of display, the value he placed on his window dis- 
play space, etc.; and the last sixteen questions pertained 
solely to a case history of the last manufacturer’s window 
display taken out. All answers were recorded, and at the 
end of the survey all factors were assembled, studied, 
analyzed, evaluated, condensed and published in a bound 
volume entitled “Results of a Survey on Store Display.” 

The facts disclosed by this survey have enabled more in- 
telligent planning of effective window displays—displays 
that do a more intelligent and intensive sales building 
job and help the retail dealer to capitalize to the max- 
imum on sidewalk circulation. 

Dr. Miller McClintock, director for Street Traffic Re- 
search, Harvard University, and auditor, Traffic Audit 
Bureau, Inc., is in charge of the technical program of 
this survey, in conjunction with A. E. Haase, formerly 
managing director, Association of National Advertisers. 
John Paver, who had an important part in the develop- 
ment of the Traffic Audit Bureau, Inc., is directing and 
conducting the actual field surveys and statistical studies. 

We expect the findings of the new research to substan- 
tiate and amplify the results established by the Forbes- 
Eastman survey. 
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* Sales promotion manager, the Forbes Lithograph Company. 
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BY HERBERT CHASE 


HEN the surpassing beauty of delicately tinted 
transparent or translucent materials is wanted 
for the de luxe or gift package, the suitability of cast 
phenolics should certainly be kept in mind. With this 
motivating thought, Five Star Gifts, Inc., designers and 
distributors of gift merchandise and containers, set 
about a development which shows what can be accom- 
plished with this modern form of plastic. 
If one may judge by the early returns and by the 
unusual attractiveness of the packages thus far devel- 
oped, there is little doubt that much will be accom- 
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Cast phenol for the de luxe or gift package 


plished before the last is heard of this departure from 
the beaten track in packaging. In any event, the effort 
is off to a good start. Stephen Leeman Products Cor- 
poration has already taken up one of the designs 
and is putting it out with the name Lee-Master Jam 
Jar as a part of a campaign to sell its de luxe food 
products through the strong appeal of unusually at- 
tractive containers, many of which have after-use ad- 
vantages. Other packagers of products such as honey 
have made experimental purchases and makers of candy 
and of cosmetics are reported greatly interested. 
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Lest there be some misunderstanding, it should be 
pointed out that cast phenol packages, for the present 
at least, are used principally for containers in- which 
attractiveness, including color, rather than low cost 
is the primary objective. Thus, for comparatively 
small quantities, the selling price of the designs here 


illustrated range from about forty-five cents to one 
dollar each. In large quantities the cost can be lowered 
considerably but there is little likelihood of competition 
with inexpensive packages. On the other hand, there is 
the important advantage of effects that cannot be 
duplicated in other ways. In addition, it should be 
noted that there is no investment in molds required— 
in marked contrast to the molded plastic package in 
which mold cost has been the stumbling block to many 
sales—because the parts of the package are cut by ma- 
chining from standard sheets, tubes or rods. In addition, 
two or more colors can be used in the main or lowe 
portions of the containers and as many on the covers, 
if desired. 

It should be noted that Catalin comes in clear water- 
white (in which form it is called Prystal) and in tinted 
transparent colors, as well as in translucent and opaque 
plain and mottled colors. It can be had to duplicate in 
appearance such materials as jade, rose quartz, onyx, 
amber, tortoise shell, ivory and nearly all the precious 
and semi-precious stones, and various other natural and 
artificial materials. Hence an endless variety of beauti- 
ful effects can be secured. The material is not absolutely 
unbreakable but is not easily broken and is far less 
fragile than glass. It has been employed for cosmetic 
packaging before, but the packages here shown = are 
unusual, both as to color and design. 

Considering them in detail, those in the first group 
illustrated include the jar package for the Stephen 
Leeman “Epi-Curio” line of jams and marmalade al 
ready referred to. This package is made up of a stand 
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ard glass jar with black metal screw cap for the inne 
containersand the outer container is entirely of cast 
phenol. The fluted cylinder is of transparent hyacinth 
fluorescent blue and it is cemented securely to a mottled 
white translucent base. The decorative tassels and cord 
are green and yellow and add an extra note of color 
to a package which is attractive enough for any table 
and is suitable for years of after-use. 

In the background of this group are two cylindrical 
packages suitable for use as covered containers [oi 
powder or other cosmetics or for jars of cream, jam or 
honey. For moist contents, an inner glass jar is recom- 
mended. Of the two covered jars, that at the left has 
a clear amethyst cylinder turned with horizontal flutes 
and a knob of the same color, the base and cover being 
jet black. The box with the vertical fluted cylinder is 
transparent blue with slightly mottled translucent white 
cover and base. Such jars can be used indefinitely for 
cigarettes or, with inner glass jar, for jam, mayonnaise 
or like contents. ‘These containers can be washed with- 
out injury and are most attractive for table use. As will 
be seen from the second illustration, they can be pro- 
vided with a notched cover to receive ladle or spoon. 
The same glass container used in the Stephen Leeman 
package fits into this jar. By using a short cylinder, as 
shown in the right foreground of the second illustration, 
a shallower container suitable especially for powder ot 
for vanity purposes is secured. “Phat shown is trans 
parent blue with white cover and base, but jade and 
yellow or almost any other color combination could 
be employed. 

In the case of the container of drum-like appearance, 
no originality is claimed as to design, but the use ol 
cast phenol is a new departure. In this case, the cente 
of the top and the cylinden drilled for the cord lacing 
are mottled white. The cover has a red rim and_ the 
base is solid blue, so that the (Continued on page (10) 
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“Cultivating” the amateur cultivator 


(Continued from page 79) aged in the ordinary and 
accepted sense. Instead they are held in open bins and 
placed, by the dealer, into packages when sold. This is 
particularly true of such items as bulbs, fertilizers and 
plant foods and pest exterminators. It is likewise true 
of a large proportion of the smaller garden tools; items 
which, in any other type of store, would be found ade- 
quately boxed or wrapped for protection and fully 
labeled or tagged with brand identifications and in- 
structions as to ideal method of use. 

Secondly, among the sixty per cent or so of packaged 
iteis—a percentage which includes the very large group 
of seed packets—one finds an unusually large propor- 
tion of outdated and outmoded package types. Not 
merely is this true of designs alone—many of which 
have not been changed in several decades—but it is 
almost equally true of package construction and mate- 
rial-use in this field. 

One looks almost in vain for packages planned for 
convenience in use, although such convenience should 
be a major selling point in a field where back-bending 
and kneeling are the two greatest discouraging factors. 
Nor can much praise be spoken for the average quality 
of the displays used in this field. Seemingly all but a 
very few producers have completely ignored the factor 
of shelf appeal in their packages. The transparent-win- 
dow-bag, an item which one would expect to find in 
many applications in a field where products are sold, 
in part at least, by the measure of slight differences dis- 
cernible only by appearance, is used to a far lessei 
degree here than in the drug, grocery or stationery 
fields, to mention but a few. 

Obviously, something is wrong either in the garden 
supplier's view of the value of packaging and display 
or in the package supplier's approach toward the in- 
dustry’s problem. The fact that such packages as have 
been produced in the last few years indicate a fairly 
thorough-going appreciation of the problems involved 
would seem to indicate that the fault lies, for the most 
part, with the package suppliers. 

It is not easy to generalize as to the reasons for this 
seeming failure. Each package, of course, presents its 
own problems and—it is well to admit—many garden 
supplies are not outstandingly well suited to the 
packager’s efforts. But, allowing for these exceptions, 
some general reasons may be found and analyzed. 

First of all, like all hobby businesses, it is safe to 
assume that many package designers, material suppliers 
and package makers are unaware of the size and volume 
offered by the field for the simple reason that they, 
themselves, have never had any direct contact with gar- 
dening. In such cases, a quick reference to the United 
States Census of Manufactures or other source books 
will probably produce some intensive sales efforts, 
backed by some thorough-going planning for better, 
more attractive and more useful garden packages. 


Secondly, since the business is a seasonal one and 
the number of items packaged by each firm tends to 
run to high proportions, packagers are confronted with 
frequent problems of family grouping or product dil- 
ferentiation, the solution of which is often costly on 
dificult. Thus, while a seedsman may order a million 
envelopes, this may consist of a hundred batches of ten 





thousand each, each batch being for a different seed 
than the rest. Yet, even here, similar conditions have 
been met and conquered—at reasonable costs—by the 
packagers who supply such trades as that of the makers 
of chemicals and pharmaceuticals. 

Essentially a demonstration of well-planned surface 
designing—i.e., merchandising through the package de- 
sign—the Synthetic Nitrogen Products Corporation’s 
dandelion killer consists of a fibre bodied, metal end 
can with a friction plug top, permitting easy access to 
the crystalline product within. The label is apparently 
designed to take account of the fact that this particulay 
type of product may be placed on back-counter shelves. 
It therefore uses an extremely tall form of lettering to 
emphasize its name, which incidentally is all that is 
needed to emphasize the product’s application as well. 
A reverse panel, almost two-thirds the height of the can, 
is used to convey this message, which is thus made read- 
able at a distance of twenty feet or more. To relieve 
the sombre blackness of this panel, a light yellow lower 
panel carries a green illustration of a dandelion plant. 
spreading leaves, and a plainly lettered signature and 
address of the sponsoring firm. 

On the rear half of the can, the yellow section is 
carried upward almost to the top of the label, the panel 
thus formed being used to carry complete instructions 
for the use of the material. 

Utterly different, by contrast, is the package devel- 
oped for Mulford’s Indoor Hot-beds. Here the intent 
was to provide a complete seed bed, including earth, 
seeds, plant foods and water supply in a single con- 
tainer. The user is thus able to bring the seeds to a 
sufficient degree of growth to justify transplanting. 
without handling anything except the single purchased 
package. 

A specially treated, waxed carton board is ingeniously 
folded to form a locked, double-walled, waterproof and 
non-leaking shell, about six inches in length by four in 
width and an inch and a half in height. The outer 
surface of this carton has been printed green before the 
waxed coating is applied. Within the square receptacle 
formed by the double walls of the outer, reservoir car- 
ton, is found a small, folding boxboard packet which 
contains the prepared earth and seeds. The user is 
instructed to remove the perforated top-flaps of this 
soil container when ready to use. 

Covering this inner packet is a gaily printed box- 
board flap which snaps firmly into slots in the doubie- 
walled outer container and thus locks the various units 
into a complete, easily handled and sturdy item able to 
stand fairly rough handling and counter wear. A small 
“pull-up” tab is provided for the removal of this flap 
when the product is to be used. The only printed mat- 
ter necessary for the package is placed upon this flap 
which is treated as the package label and framed by 
the top of the outer carton. 

In use. the gardener opens a perforated slot, provided 
on one side of the top of the outer container, and pours a 
half glass of water into the reservoir formed by the double 
waxed walls, the fluid seeping in—as needed—to the soil 
in the inner section. No other care is required beyond 
the addition of a small quantity of water daily and the 
provision of sufficient sunlight. After the plants have 
grown to a height of about two inches, the gardener 
transplants them to outdoor beds. 
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Is the cigarette industry 


going Rip Van Winkle? 


N article* in Mopern PACKAGING recently criti- 
A cized the cigar industry’s tendency toward over- 
elaborate and meaningless decoration, super-imposed 
printing of one design over another, lack of planning 
for display and convenience in the home or office. A 
growing tendency to break away from cigar packaging 
tradition makes itself more noticeable with each passing 
month. Whether due to the sharp whip of criticism or 
to the natural rise of a new line of thought in the in- 
dustry, it must be recognized that cigar packaging is on 
the move. Many mistakes will be made, no doubt. Many 
packages will appear that step too far ahead of tradi- 
tional practice. But five years from today, the cigar 
counter will be a changed thing—different in appear- 
ance, better geared to modern merchandising practice 
and consumer habits. 

The packagers of cigarettes have, as a group, kept 
much closer to the general line of packaging progress 
than have the cigar-makers. Yet they too, upon examina- 
tion, mav be found to offer certain similarities to the 
classic slumber of Rip Van Winkle. Mechanically, thei 
packaging processes are among the most efficient in all 


in the Septem 


*“Why Follow Tradition in Cigar Packaging?” 
ber, 1935, 


issue. 


100 MODERN PACKAGING 








industry. But, with the single exception 
of their adoption of transparent cellulose 
outer wraps—for which they should be 
accorded full credit—they have tended to 
be ultra-conservative in considering new 
and improved materials, while their de- 
signs have mostly been undistinguished in 
good taste and merchandising ingenuity. 

The “big three” (Luckies, Chesterfields 
and Camels) have made no change in their 
package designs in a decade or more, 
Among the less widely sold brands in 
standard packs, a similar conservatism is 
noticeable, modified only by the fact that 
a number of newer brands show some 
evidence of having been designed later 
than 1915 and a few, a very few, show 
marked signs of the application of much 
thought to the problem of design. Yet, 
even among these, for a single time cig- 
arette—distinguished by its reproduction 
of full-bodied, appealing-looking cigarettes 
on the face of the package—there are 
a dozen totally undistinguished brands. 
Seemingly, most of the industry intends 
to win its portion of the new generation of 
cigarette smokers and its share of the shift- 
ing market by reliance upon continuous 
and extensive advertising alone, with no 
thought of the appearance of the package 
as an advertisement in itself. 

The cigarette industry—or some factor 
im 1t—may have made a study of the rela- 
tron of current fashions in color for 
wornen to their choice of cigarette brands. 
If so, we have yet to hear of it. Some firms 
may have considered the advertising value 
of the back face of the package as a bill- 
board for changing squibs of copy or as 
a means of promoting radio audience 
growth. If so, they have kept their studies a dark secret. 
The use of printed metal foils, of photographic designs, 
of printed transparent cellulose—all these must have 
been brought before the tobacco magnates. But up to 
now, at least, to no avail against the stone wall of 
tradition and distinterest. 

It is therefore of singular interest to report the ap- 
pearance of a new package, now and then, that shows 
signs of breaking away from the chains of tradition, 
some tendency toward experimentation. For such a 
change, while it might pass without acclaim in almost 
any other field, here marks the work of a mind deter- 
mined enough to defy the inertia of an entire industry. 
The result of such defiance—whether it is to be increas- 
ing volume or complete public disinterest—can only be 
determined at a later date. But the act, in itself, will be 
classed as courageous by all those who believe that good 
design in packaging is an essential part of sound 
merchandising. 

The case just alluded to is that of John Middleton, 
Inc.—the package, Middleton’s Regimental Mixture, a 
blend of smoking tobacco for pipe smokers. While most 
of the criticism above is directed toward the cigarette 
packager, it applies with equal emphasis—and with the 
same few exceptions always in (Continued on page 133) 
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bands is swift and 
machinery is re- 
applied wet. 
they shrink 


Seal caps and 
simple. No 
quired. They are 
When they dry; 
securely in position, gripping 
the closure and bottle neck 
tightly. And the price is most 
practical—they cost less than 
half a cent each. Write today, 
for full information, samples, 
Armstrong Cork 
Closure 
916 Arch St., 


and prices. 
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Lancaster, Penna. 
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Editorial opinion 


Mining for gold... 


Due to news reels, radio and other modern means of 
communication our comprehension of current events 
has been greatly expanded. An event of importance no 
soonel happens than we are in possession of all of the 
lacts, we see step by step what has transpired and we 
are kept in constant touch with the current progress of 
that happening. Today each event that is judged 
“news” can be dramatized currently—it is no longer a 
question of days, weeks or months before facts and 
photographs are available. Likewise it is possible to 
make easy deductions of any morals or lessons to be 
drawn from such happenings, and thus receive, without 
delay, any benefits which may be obtained. 


We have recently witnessed an example of such news 
dramatization—as it happened, a tragedy which might 
have been more serious than it was. From Nova Scotia 
came word that three men were trapped in the caved 
workings of a local gold mine. Now there is nothing 
particularly new about a mine cave-in or the fact that 
the lives of three men were endangered. But it is a 
question if any disaster, at mines or elsewhere, that has 
occurred in the last decade created the furore and ex- 
citement which attended this event. Every facility which 
could keep the world posted as to the progress made in 
the rescue of the three unfortunates was put into ac- 
tion. There was no stinting of the praise so deservingly 
accorded to those who directed and assisted in the safe 
removal of two of the entrapped men. It was indeed 
unfortunate that the third was unable to survive with 
rescue so close at hand. Such are the facts as recorded 
in newspaper, screen and elsewhere. The event has had 
its day and will soon pass either into the forgotten o1 
that which receives but a casual reminder. 


But is there something of advantage that can be 
gained by this experience so dramatically brought to 
the attention of a “news-minded” public? Definitely we 
think there is; specifically we venture to state that there 
is a direct analogy between what happened in this case 
and what too often is the practice in package design o1 
planning. In the one instance, of course, is involved the 
danger to human life; in the other, the commercial life 
of a product or commodity is threatened. 


From all we can learn the three men who entered 
the Moose River mine on that fateful Easter morning 
were not only improperly equipped, in that they lacked 
a sufficient knowledge of underground conditions, but 
had been definitely advised against the undertaking. 
Just what was to be accomplished by their examination 
seems to be a moot point. Certainly neither doctor 
nor lawyer could expect to have their opinions as to the 
value or workability of the mine property accepted. As 
professional men they would or should be dubious of 
anything but a professional opinion on the situation— 
in this case, an expression from a competent mining 
engineer. Their examination of the mine was not un- 
dertaken as a lark; it was a definite procedure with a 
definite objective—a knowledge on which could be 
based some future action. But, we ask, why the unneces- 
sary risk? Surely there were other means—the employ- 
ment of competent engineers, the utilization of explora 
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tory drilling, the safe approach to those areas that 
required examination or other steps that could hay 
been attempted with much greater safety. 

The foregoing is not stated as a reflection against 
the action of these three men. The world rejoices that 
the lives of the two survivors were spared; it extends 
its deep sympathy to the widow of the victim of the 
tragedy. But the object lesson which this occurrence 
offers must not be lost sight of. In effect, the lack of 
proper preparedness—inexperience and disregard — of 
conditions, known and otherwise—is clearly indicated. 


... and striking “pay dirt’ 


Returning to our analogy. It is seldom that the public 
has an opportunity to observe the aftermath of poor 
packaging, to learn of instances in which indiscrect 
design procedure have proved detrimental to the mer- 
chandising progress of a product. For in such cases those 
who have been responsible for package inetlectivencss 
are either unwilling to admit their lack of understand- 
ing of the problem or to acknowledge the ostrich-like 
attitude which has characterized their planning of the 
package. 

Actually, however, no acknowledgement is necessary 
from such individuals. The failure of the package to 
“click” with the public and the consequent removal of 
the product from the market constitute sufficient evi- 
dence to prove the case against the inexperienced indi- 
vidual who attempts package design. How then is he 
going to justify his position, either as an owner, official 
or subordinate, with his company or his product? ‘The 
low cost figures which represent expenditures for his 
package design and production are of little avail if the 
product sales show a downward curve. 

Package planning is not a pastime or an adventure 
for amateurs. True, there may be occasional instances 
where the inexperienced so-called designer has hit upon 
an idea that turned out to be a success, but there are 
usually other circumstances that have aided the final 
outcome of the packages. As we have pointed out Vari- 
ously and often, there is no “royal road” to a package 
success. The safe and sure path to pursue is that which 
considers the package as a problem involving experi- 
enced design and production as well as merchandising 
effectiveness, and does not attempt to curtail sensible 
expense. 

There are ways of winning gold other than by min- 
ing. Packages have demonstrated their ability to add to 
the profits of the manufacturer—to return many times 
their cost. Recognition of this fact, then, cannot fail 
to impress the manufacturer with the need for ex perl- 
enced judgment in the planning of his new or rede: 
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When we say “everything” we mean just that. Quality, appearance, construction, and price. 
Our superior skill and enormous resources combine to form real results. 

By the same token, we can produce “everything” in small set-up paper boxes. From the inex- 
pensive automatic utility box to the high-class hand-made container, our satisfied customers 
cover the country. 

Why don’t YOU join this happy, satisfied group? At least find out what we could do for you. 
Just write or call our nearest office. 















































Plastic boxes from 








stock molds acc 
smi 
SHEET FOUR Ac 
These light weight unbreakable jars for cold creams, etc., present a clean, lustrous ave 
sales story of their own. They save shipping costs because they do not require such 
careful packing as glass and are not easily broken when shipped in light corrugated But 
containers. Perhaps their greatest recommendation to manufacturers with an eye for 
as | 






economy is that they are available in special non-absorbent, non-odorous plastic 
material without any investment for original molds being necessary. In writing for 
samples and prices please men‘ion both sheet number and item number. 
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20. Octagonal box with telescope cover de- seal 
signed with a trademark which can be deleted. dev 
2°44 in. diameter by 2 in. deep inside. 3944 in. | 
overall height to a 
21. The largest of a series of octagonal boxes 

of identical design in varying sizes, each with Wit 
round screw closures. Diameter is 2% in. 

Depth 2%4, in. Overall 3 inches ages 
22. Diameter 24, in. Depth 2 in. Overall 2¥ or + 
inches 


23. Diameter 11544 in. Depth inside 1134, in. 
Overall height 2% inches 





24. Diameter 1% in. Depth 1% in. Overall 
214, inches up | 


25. Diameter 1%, in. Depth 154, in. Overall 
15% inches 





26. Diameter 1% in. Depth 1%% in. Overall 
154, inches 

29. Oblong footed box with hinged cover. 
6*4, in. by 3 in. Depth 11344 in. Overall height 
1% in. Cover has inconspicuous design etched 
in 





30. Oblong box with hinged cover and ex- 
tended base. 6 in. by 3 in. Depth 1% in. 2% in. 
overall height. 


Address all inquiries to Plastic Box Department, Modern 

Packaging, 425 Fourth Avenue, N. Y. C. All molders are ( 

invited to send sample boxes from stock molds to appear oD 1 
this page as space permits 
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Tue S&S Rotary Powder Filler is a spee Be 


accurate unit designed for filling face powder drums, 


small cans or canisters. It is dustless in operation. 
A conveyor removes the packages. One operator should \ 





average as many as 20,000 packages in an eight-hour day. ( 
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the simple removal of the rotary device. It may then 
be adjusted to fill by gross weight, by packing, volume @ 
or auger, using the turns of the auger as a measuri 
device. In this way the method of filling begipsuit 


to any particular package may be chose 


Nh 


With the rotary device attached, fr smaller pack- 
ages, the packages@y Rave aximum diameter, 


or width, of three inches and a minimum of one inch. 
The height gggy¥ary from two-and-three-quarter inches 
one-quarter inch. Used for larger packages, weights 


up to five pounds may be accommodated. 
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==1 STOKE MITH © 
PACKAGING MACHINERY PAPER BOX MACHINERY 


Frankford, Philadelphia, U. S. A. 
British Office: 23, Goswell Road, London, E. C. 1 



























































Morris M. Einson, founder and for many years presi- 
dent of Einson-Freeman Company, Inc., died suddenly 
\pril 13 in Jerusalem while on a pleasure trip accom- 
panied by Mrs. Einson and his daughter, Miss Dorothy. 

Mr. Einson began his business career as a newsboy 


in Philadelphia. He founded the Einson-Freeman Com- 





pany, Inc., lithographers, more than thirty years ago, 
in Manhattan, and the plant is now located at Starr & 
Borden Aves., Long Island City. In March, 1935, Mr. 
Einson relinquished control of the company to a group 
of vounger men who had been associated with the firm 
for more than a decade. He was credited with creating 
one of the first robots, a cardboard man that sharpened 
razor blades in drug store windows. He patented more 
than seventy-five display ideas. 

Mr. Einson was a life member of the Zionist Organ- 
ivation of America, served as honorary chairman of the 
Yonkers division of the Westchester unit of the United 
Jewish Appeal for German Refugees last year, and was 
formerly president of ‘Temple Emanu-El, Yonkers. He 
also had served as president of the Decalogue Society of 
New York. He was a member of the Yonkers Municipal 
Recreation Commission, New York Credit Men’s and 
Merchants’ Association, B'nai B'rith, Lithographers 
\ssociation of New York, Color Lithographers ol 
\merica and the New York Advertising and Level Clubs. 


Gair Company Canada, Limited, has acquired the 
physical assets of Dominion Boxboards Limited, 
having plants at Winnipeg, Manitoba and Edmonton. 
The Gair Company Canada, Limited, is a subsidiary of 
Toronto, Canada, and a stock interest in Dominion 
Envelope and Cartons (Western) Limited, the latter 
the Robert Gair Company, Inc. 


106 MODERN PACKAGING 








The Egyptian Lacquer Manufacturing Company |i: 
moved its executive offices to R.K.O. Building, 1270 
Sixth Ave. (Rockefeller Center), New York, as of April 
18, 1936. Telephone number is Circle 6-3023. 


R. H. Bursch has resigned as vice-president of Robert 
Gair Company, Inc., effective April go. Mr. Bursch 
plans to sail for a vacation in Europe early in May and 
will not announce his future plans until his return. 


T. J. Maloney, Inc., has opened a paint store at 504 
Main St., New Rochelle, N. Y. The Sherwin-Williams 
Company, paint and varnish manufacturers, advertising 
is placed through T. J. Maloney, Inc. The Paint Store, 
Inc., is, however, distinctly an agency enterprise to sell 
paint and to be used as a test ground for paint mer- 
chandising ideas. The store itself is one of the finest 
paint and wallpaper stores in America. Its model rooms 
include living, bed and bath room displays. 


Henry J. Zittel, vice-president and general sales man- 
ager of Louis Dejonge & Company, died April 18 at the 
Richmond Memorial Hospital, Staten Island, following 
an attack of pneumonia. 

Mr. Zittel commenced his association with the De- 
jonge company September 5, 1903, at the age of fifteen, 
and advanced through all of the departments. In May, 
1934. he was appointed to the position which he held 
at the time of his death. He contributed much to the 
development of the use of glazed and fancy papers in 
the packaging industry and was responsible for the 





HENRY J. ZITTEL 


additions to the Dejonge line to keep apace witli the 
development of paper requirements in the box making 
industry. Mr. Zittel is survived by his wife, three sons, 
one brother and one sister. 
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Al H. Wilkins has joined the sales organization of 
Matthias Paper Corporation, Philadelphia. 


Eugene E. Giard, formerly president of Springfield 
Glazed Paper Corporation, is now affliated with Hazen 
Paper Company. 


Rochester Folding Box Company has moved its New 
York office from 200 Fifth Ave. to 12 E. 41 St., telephone 
is Ashland 4-6940. 


Crown Cork & Seal Company, Inc. has acquired the 
Acme Can Company, Philadelphia, Pa., manufacturer of 
metal containers. A new and larger plant which will be 
completely equipped with modern can making machin- 
ery is being erected in Philadelphia. 


Hercules Powder Company now occupies new quar- 
ters at 22 E. 40 St., New York. Shown on display are 
the Hercules products which are serving various indus- 
tries. Walter M. Annette is manager; telephone, Cale- 
donia 5-8580o. 


The New York office of the U. P. M.-Kidder Press 
Company, in charge of W. C. Glass, moved to new 
and enlarged quarters in the Chrysler Building on 
April 13. The new room numbers will be 3702 and 
3703. Telephone numbers have been changed to Van- 
derbilt 3-4550 and 4551. 


Another substantial increase in the size of the 
Houston, Texas, plant of Continental Can Company, 
Inc., to cost $250,000 has been authorized. The plant 
was built in 1933 and an extension to it was completed 
last year. 

This addition to the company’s facilities reflects the 
rapid growth of the canning industry in this territory, 
it now being one of the most diversified in the country 
as regards canning products. Besides citrus fruits, peas 
and other vegetables have been introduced as canning 
crops because of soil and climatic advantages. ‘Toma- 
toes, chile, greens, hominy, kraut, shrimp and oysters 
are canned there, as well as dog food, motor oil and a 
number of other products. 





On the steel pier. 


The advertising division of the American Can Com- 
pany has added Carlton F. Sturdy to its staff. Well 
known as a lecturer and writer on canned foods sub- 
jects, and for many years connected with the wholesale 
grocery field in the east, he will continue to give his 
educational talks. In this new capacity Mr. Sturdy wil! 
devote his time to speaking before such groups as the 
Rotary, Kiwanis, Women’s Clubs, church and civic 
gatherings, dietitian and home economics associations, 
high schools, hospitals, colleges, chain store and sales- 
men’s meetings. For the past year he spoke before the 
same type of audience from Maine to Florida on the 
subject, “The Story Behind the Label.” 


Dejonge Celebrates Ninetieth Year 


Almost a century of progress and service could well 
be applied to Louis Dejonge & Company. Actually, the 
company celebrates its ninetieth year of activity, for the 
business was started Sept. 1, 1846 by the brothers Julius 
and Louis under the name of J. & L. Dejonge & Com- 
pany. It was during this year that they built their first 
factory (since abandoned) at Tompkinsville, Staten 
Island, for the manufacture of surface coated papers. 
At that time, in fact until 1852, all coating of papers 
was done by hand, but in that year the first coating 
machine was installed by the Dejonge brothers. 

In 1873 Charles F. Zentgraf was admitted to the 
partnership and the name of the company was changed 
to Louis Dejonge & Company, the business being in- 
corporated under that name in 1905. In 1917 a new 
factory, replacing the original plant at Tompkinsville 
was built at Stapleton, Staten Island. 

Since its establishment the company has taken ad- 
vantage of the many improvements in the manufactur- 
ing of various papers and has maintained an enviable 
position as a supplier to the packaging field. 

Present officers of Louis Dejonge & Company are 
H. B. Conklin, president and general manager; Louis 
Dejonge, vice-president; James F. Prince, treasurer; 
Hans Clason, secretary; C. E. Baker, assistant secretary 
and treasurer. ‘The main office and New York warehouse 
of the company is at 155 Sixth Ave., a comparatively re- 
cent move from the former quarters at 69-73 Duane St. 











Artcote’s display of metallic coated papers, bottles, labels, calendars and book jackets, as viewed by 


ng the boardwalk in Atlantic City, N. J., during the past month. This display will next be shown in New York 

1 , and Wilmington, Del. Its central feature is the Jameson Whiskey package which won gold award in th 

ll-America Package Competition. Other packages shown were furnished by users employing products made by 
Artcote Papers, Inc. 
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Store and window displays as presented by Einson-Freeman in its recent exhibition 


Einson-Freeman Hold Displays Exhibit 


The mezzanine ballroom of the Hotel Roosevelt at- 
tracted a remarkable gathering from April 13 to 17 of 
sales and advertising executives, representatives of lead- 
ing advertising agencies as well as the presidents of 
many of America’s first-rank national advertisers. ‘The 
occasion was the advance presentation of four important 
new “pluses” in window and store display by the Ein- 
son-Freeman Company, pioneers in this phase of adver- 
ising and sales promotional activity. 

Particular attention was attracted by novel uses of 
motion plus light to multiply the “circulation” or 
drawing power of lithographed displays. In fact, it 
seemed as though the simple flat “cut-out” is likely to 
be superseded by such radical innovations as life-size 
or larger human heads, in character, caricature and 
photographic effects, projected three-dimensionally in 
rounded contours by the simple opening of a single 
easel. Other structural and “architectural” effects were 
secured by the use of beveled frame effects, with depth 
and even greater effectiveness added by the clever use 
of metallic foils. Finally, the various “counter-attrac- 
tions,” which literally pulled people to the counter and 
induced them to actuate the displays, formed a focus 
of interest to the executives attending. 


Cast Phenol for the Gift Package 


(Continued from page 98) patriotic color effect de- 
sired is maintained. This container is suitable for 
powder (using an inner carton) or for candy. It could 
be made, of course, in a larger diameter. 

In the remaining illustration are shown four pack- 
ages which are suitable for use with any one of many 
products and are especially suitable in after-use fon 
cigarettes. The cylindrical container is the same in de- 
sign as others already described but in this case the 
cylinder is mottled translucent white and the cover and 
base are in transparent red through which the contents 
is readily seen. All of the flat boxes have cedar wood 
liners to which side strips of the plastic are fastened. 

Such, then, are some of the possibilities in applying 
cast phenol to packages. Because of the great variety 
of colors and degrees of transparency or translucency 
available, the same design can be varied greatly in ap- 
pearance merely by varying the colors selected and 
combinations of colors used. Thus either feminine on 
masculine tastes can be met, and if desired, a range of 
colors can be furnished to meet the whims of almost 


110 MODERN PACKAGING 


any purchaser. The richness and permanence of the 
material is such as to insure prominent display and 
prolonged after-use and to encourage sales in which the 
customer willingly meets an extra price. 

Various methods of labeling can be employed. ‘That 
on the inner or outer container may be sufficient in 
some cases, but a permanent embossing or engraving 
can be used on the cover if desired, though this may 
tend to limit after-use. Pasted labels are readily ap- 
plied and can be removed by the user, if desired, with- 
out leaving a mark. Where an inner carton is used, if 
the cover is transparent, the label inside will be clearly 
seen. Handles or knobs in the form of crests or trade- 
marks could be used, if desired, in some instances. 
Supplementary items, such as powder-puff handles, 
brush handles for cosmetics, parts of manicure and 
sewing sets and the like, in cast phenol to match on 
contrast with the containers themselves are readily pro- 
duced and may add to the attractiveness of the ensem- 
ble. There is thus much to recommend the use of this 
material along the lines indicated above. 


The Bottling Workbook 


Last Fall, Pneumatic Scale Corporation, Ltd., 
brought out its Packaging Workbook which was ad- 
judged at that time, and still continues to be, an excel- 
lent reference book for those who would learn of carton 
construction and assembly. Now to further extend this 
type of service, Pneumatic issues The Bottling Work- 
book, “a convenient reference guide including prac- 
tical information on methods, materials and machinery 
used in bottling work.” 

The first section of the book discusses containers, 
closures, labels and adhesives from a production stand- 
point. Section two is devoted to a presentation of 
equipment which Pneumatic builds for each of the 
major bottling operations—cleaning, filling, capping 
and labeling. Section three includes general informa- 
tion tables and a buyers’ guide. 

This book is prepared in the same careful and inter- 
esting fashion as its predecessor, with ample halftones 
and line cuts to illustrate. Spiral binding is used; the 
size is 714 in. X 101% in. and most convenient. The 
book serves as an excellent example of the catalog type 
of publication which not only presents the message of 
the manufacturer’s product but at the same time offers 
which is invaluable to the 


coordinated information 


produc tion executive. 













































“ | )Model FA 


in Adjustable Wrapping Machine 


ay 


p Versatile, simple, fast 





i and moderately priced 


le- HE Model FA, a recent addition to our line, is one of 
2S, the most popular wrapping machines we have ever in- 
5s, troduced ... and that’s saying a lot! It met with favor 


id from the very start, and is being adopted by more concerns 

all the time. Here’s why: 

O- Moderate price. The FA offers advantages formerly ob- 

tainable only in machines selling for a much higher price. 

is Adjustable for a wide range of package sizes. It is pos- 
sible to wrap an entire line of products on this one machine. 

Versatile—Can be adapted to practically any type of 

wrapping material: Plain or printed transparent cellulose, 
glassine, waxed paper, foil or regular printed paper 

| wrappers. 

, Simple in construction. Changing the machine from one 

I. size package to another is accomplished by easy adjustments 

and by substituting a few interchangeable parts. 

Fast—60 to 75 per minute. 

% Smooth in action—no hard jerky motions; guarantees 
long life and trouble-free operation. 

Saves floor space: Occupies only 6’6” x 5’. 

If you have to replace obsolete wrapping machines, you 
certainly should consider the FA, because of its modern 
’ features and its comparatively low cost. 

f If you are wrapping packages by hand, it is more than 
likely that the FA will show large savings, even if operated 
only part time. 

Get the facts now—Write to our nearest office. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 







NEW YORK CHICAGO CLEVELAND 
; LOS ANGELES - - MEXICO, D. F., Apartado 2303 
Peterborough, England: Baker Perkins, Ltd. 






Melbourne, Australia: Baker Perkins, Pty., Ltd. 


PACKAGE MACHINERY COMPANY 


Over 200 Million Packages per day are wrapped on our Machines 
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Box Ends Imprinted at High Speed 


More than gooo box ends an hour can be imprinted 
by a new high-speed press which has been specifically 
designed to eliminate laborious stamping or labeling 
methods now generally used for package classification. 
Such is the claim for a 
new unit made by R. 
Hoe and Company, 
gio E. 138 St., New 
York. The boxes to be 
imprinted, either empty 
or loaded, are stacked 
in the feeding hopper, 
and after printing are 
automatically re- 
stacked in the delivery 
hopper. The operation 
is said to be nearly six 
times as fast as present 
methods. 

The printing head is 
flexible and can be ad- 
justed for a variety of 
positions. It is designed 
to permit the prepara- 
tion on the press of the 
type for the next job 
while one job is al- 
ready running. Practically any kind of type can be used 
for the purpose. And the printed result is said to be 
as perfect as the finest printed label. In fact, the equip- 
ment makes it possible to print the entire box end 
in one operation and eliminate separate printing and 
tipping-on of end labels. 

The press can be quickly adjusted for height, width 
and length, the standard machine handling a range of 
boxes from 3% in. to 24 in. in depth, from 514 in. to 
g in. in width and from 6 in. to 14 in. in length. 
Special machines can be furnished if larger sizes are 
handled. A small floor space, 20 in. x 2514 in., is 
required for this compact machine, and it is operated 
by a one-third horsepower motor. 





Transparent Cellulose Cord 


The immediate acceptance of Cellophane ribbon by 
both the industrial trade and the gift wrapping public 
has encouraged one ribbon manufacturer to develop a 
cord made of that material. This manufacturer, the 
Fibre Cord Company, Inc., 627 E. 18th St., New York, 
calls its new product F. C. C. Cord. This cord is made 
from narrow rolls of Cellophane twisted into cord by 
machine. The cord is automatically wound on tubes in 
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units of 500 yds. as well as a range of re-sale units. 

F. C. C. Cord is available in a wide variety of colors 
that show off the beauty of the transparent cellulose to 
its fullest advantage. The twisting into cord results in 
a number of layers of Cellophane effecting a richer, 
deeper hue to each color. Even the clear cellulose takes 
on added brilliancy when made into cord. While beauty 
is a salient feature of the F. C. C. Cord the combina- 
tion of beauty and strength is what will appeal to most 
industrial users. The tensile strength of Cellophane is 
multiplied many times when twisted, so that this new 
cord should make rapid strides in its development as an 
aid to packers who want their products tied strongly 
and beautifully. 


Protection for Printed Material 


Clever. blending of a thin, tough, perfectly trans- 
parent cellulose film to the surface of a printed sheet 
constitutes the Doplex process which is exclusive with 
The Dobeckmun Company and at present is applied 
only at its plant at Cleveland, Ohio. The bonding agent 
is as transparent as the film, and printing in black and 
white or in colors shines through as visible as if it were 
uncoated. Furthermore, sheen and lustre of unusual 
degree are obtained. 

The Doplex process has been applied to catalog, 
house-organ, booklet, school-book and sales-manual 
covers; to menus, calendar cards, lubrication charts, 
sales presentation pages, cartons, box covers. Among the 
nationally known concerns who have used or are using 
this process in some form or other, on their printed 
matter are: Heinz Co., Bauer & Black, Household Util- 
ities, Ludlum Steel, Pittsburgh Steel, Pet Milk, Norge, 
Ferro-Enamel, Quaker State Oil, Northwestern Mutual 
Life, Princess Pat, Bausch & Lomb, Eastman Kodak. 
Timken, Ford, Boss, Diamond T, Yardley’s, Palm 
Beach, Owens-Illinois, Hy-Grade Lamps, White ‘Tower 
System, Standard Oil of Ohio, Weyerhauser, Kee-Bond, 
Eaton Paper, Vitreous Enamel, Libby-Owens Ford, 
Coca Cola, Carborundum, Hotel Cleveland. 

It is stated that the Doplex process supplies the 
answer to the following questions: Is there a finishing 
process that will keep coated stock from cracking badly 
when folded? Can you give me a finish that will ‘snap 
up” colors and won't yellow and crack after 3 or 6 
months of use? How can I have my catalog covers 
(menus, sales manual pages, charts, etc.) treated so that 
they won't show dirt and grime and finger-marks? Can't 
I obtain a finish that can be wiped clean in store oF 
shop, so that my printed advertising matter and cartons 
will be as clean a year from now as they were when 
they left the printers? 
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S your product packed in a con- 

tainer that sweeps it ahead of all 
competition to “clinch” the sale 
when the customer is ready to buy? 
Does it reflect the quality, integrity 
and spirit of your company and 
your reputation in the industry? 
Heekin Lithographed Cans stand 
out like headlights on a dark night 
—pbrilliant colors that last—reds, 
blues, greens, yellows, and snow 
white — all perfectly harmonized 
and blended to give you a sales 
appeal with every package. Why 
not try Heekin’s individualized 
ideas for your next metal container? 
Let us work with you. The Heekin 
Can Company, Cincinnati, Ohio. 
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New Tube Closing and Sealing Machine 


Manufacturers of products packaged in collapsible 
tubes, especially those products likely to cause seepage 
at the sealed end of the tube, will be interested in the 
announcement of a new machine which closes and seals 
larger size tubes—up to 7 in. in length—with the Westite 
hermetic closure. This leakproof closure has previously 
been practical only for smaller tubes except when ap- 
plied by automatic filling and sealing equipment. 

This machine is the new No. 179-H Model, manu- 
factured by the F. J. Stokes Machine Co., Philadelphia, 
Pa. It is stated that this machine, with one operator to 
place the tubes in the cups, will close and seal her- 
metically from 45 to 50 tubes per minute, It is equipped 
with an automatic tube ejector, a tube preformer to 
insure a smooth, unkinked fold, and a conveyor fon 
filled and sealed tubes as used on the go-D machine. 


With this model, production is speeded up because 
of the elimination of certain operations such as the 
placing of clips and the handling of the closed tubes. 
The dial is large (as on the go-D model) allowing 
ample room for placing larger diameter tubes or fon 
the essential preforming operation. The automatic 
ejector in certain cases also makes it possible for the 
same operator to tend this machine and a filling unit 
economically. After the tube is filled, the operator 
places it in the cup in the dial of the closing unit from 
which it is ejected after closing and sealing. 

This machine is direct motor-driven, the motor being 
ingeniously supported on a hinged motor bracket. A 
filling unit for liquids and semi-liquids can be com- 
bined with this machine and a special model is avail- 
able to handle tubes up to 2 in. in diameter and 10 in. 
in length. This machine is recommended for manufac- 
turers whose production does not yet justify investment 
in a full automatic filling, closing and sealing machine. 
It can be used also to supply the Westite closure in 
conjunction with the manufacturer's filling equipment. 


New Primer Adhesive 

Che great difficulty in the development of rubber or 
other protective coatings for application to impérvious 
surfaces like glass, metal, concrete, plaster, etc., has been 
the lack of an adhesive or other primer which would 
adhere tenaciously to such surfaces, and which would 
retain its original gripping quality permanently. 
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Chemical study of this problem plus several yeais’ 
service have resulted in the introduction of what. is 
regarded as an improved one-coat primer adhesive of 
this kind, giving a highly tenacious bond, which is now 
being marketed under the name of Selfvulc “M” Bond- 
ing Solution. Originally developed as an adhesive for 
dificult applications to impervious smooth surfaces, it 
is said to have proven even more effective on all porous 
surfaces: wood, composition, plasterboard, etc. 

This primer adhesive is thoroughly water-proof and 
is said to be very economical because of its great cover- 
ing capacity. Where an exceptionally strong bond is 
required, it is used full strength; but where not sub- 
jected to high duty or severe service, it can be cut 50 
per cent, thus increasing coverage and_ still further 
reducing costs. 

The manufacturer states that the development of this 
one-coat primer was necessary to make self-vulcanizing 
rubber lining or coating applications permanent. “M” 
Bonding Solution is manufactured by the Self-Vulcaniz- 
ing Rubber Company, Inc., Room 517-F, 605 W. Wash- 
ington Blvd., Chicago, II]. 


Improved Appearance and Convenience 


Dental Products Laboratories, in adopting a new 
package for its tooth powder, sought not only more 
attractive appearance for the container but greater 
convenience for the user. The result may be seen in 
the accompanying illustration which shows the new 
package at the left, the old at the right. The latter 
employed a friction top, which, when removed, revealed 
a slotted pouring spout. In decoration the old con- 
tainer was of dull silver and black. The new package 
is easier to look at and use. It is in two shades of blue 
with a background of stripes that alternate with the 
natural color of the metal. The closure is a ‘Thorn 
Tite Top which has many advantages: it insures per- 
fect tightness of closure during the entire life of the 
container; opens and closes with the utmost ease; is 
attractive in appearance and lends itself to smart con- 
tainer design. The containers are made by Continental 
Can Company. 
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ORIENTAL RINGS 
KILLS MOTHS + SAVES CLOTHES DESIGNED and PRODUCED 
WALLS MOTHS \ by 
BONN Wes BROOKS and PORTER, Inc. 


HAVE YOU CONSIDERED A BROOKS AND PORTER 
WINDOW CARTON TO STIMULATE SALES? 


ROTECTED VISIBILITY « SKILLFUL DESIGN 
: ECONOMICAL PRODUCTION 


Send for a BROOKS & PORTER 
representative or mail the attached coupon. 
We will be pleased to advise how cellulose 
window cartons can be applied to your product. 


4 BROOKS G PORTER, Inc 
’ 304 Hudson Street 
, New York, N. Y 


Please tell us how we can best apply 


v HUDSON STREET, NEW YORK , 
q : window cartons to our product. 
EATIVE STYLISTS AND MANUFACTURERS OF: [[] Somes of NAME 


LDING CARTONS, COUNTER AND WINDOW DISPLAYS: oo 
PECIALISTS IN CELLULOSE WINDOW BOXES |: 





FOR YOUR 
INFORMATION FILE 


M AtrruiAs PAPER CORPORAT ION, 425 Arch St., 
Philadelphia, Pa., is distributing samples of the new 
Pritti-Plad box cover papers. These are shown in eight 
different color combinations, As indicated by the name, 
the pattern is that of an overall plaid. 


A MONG the new offerings of Hampden Glazed Paper 
and Card Company, Holyoke, Mass., are the following: 
Floral Pique in ten different colors; M. C. Floral in ten 
color combinations, five of these having a glazed finish, 
the other five embossed; Bas-Relief, metallic embossed, 
in eleven colors, and seven plain embossed with shiny 
surface finish; Silver Ray papers in three series—Silvei 


Ray, Bowknot and Mosaic. 


Ji ST PUBLISHED by the Beetleware Division ol 
American Cyanamid Company, 30 Rockefeller Plaza, 
New York City, is the premium catalog titled “Beetle- 
ware.” ‘This shows in half tone illustrations a number 
of premium items for various purposes and available in 


a wide range of colors. The items are numbered and 
described in the captions accompanying each illustration 
so that it is possible to make a selection of those which 


are desirable for a specific purpose. 


HE importance of complete filtration in merchan- 

dising, is emphasized in a new catalog just printed 
by The Karl Kiefer Machine Co., Cincinnati, Ohio, un- 
der the title, “Karl Kiefer Filters.” Says the introduction: 
“You, of course, appreciate the value of making the 
finished package of your product as attractive as pos- 
sible so it will stand out among the many others in the 
highly competitive market of today. ‘Therefore, you 
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give much thought to the consideration of a bottle that 
is readily recognizable and easily remembered. 

“What about the product itself? Surely it is the best 
that you know how to make, but does it reflect the high 
quality that you are trying to emphasize? Is it crystal: 
clear? Does its sparkle tell of clean and careful manu- 
facture? Or is all this lost in a repelling, murky appear: 
ancey Is there a hazer Are there traces of foreign matter 
that partial filtration has not removed? You cannot 
afford to be satisfied with such a product. Your cus- 
tomers are not!” 

The catalog points out that only real filtration will 
give the clearest, cleanest product possible, and that 
Phe Karl Kiefer Machine Company not only makes a 
complete line of various types of filters but offers a 
laboratory service which will make tests of manutac- 
turer’s product to determine which filter will best do 
the work and do it most economically. 


OLDED DUREZ for packaging is the subject of a 

new booklet issued by General Plastics, Inc., 
North ‘Tonawanda, N. Y. “Twenty-one ways in which 
Durez can be used to package a wide variety of prod- 
ucts ranging from cake to cosmetics are illustrated and 
described in this convenient accordion-folded booklet, 
making a very complete panorama of plastic applica- 
tions in the packaging field. Detailed descriptions of 
molded Durez boxes, jars, displays, closures, and othe 
products are included. 


FOLDER, “Labels That Sell,” has recently been 

issued by The Foxon Company, 227 W. Park St, 
Providence, R. I. ‘Vo this are attached a number of 
embossed metallic foil labels exemplifying the high 
type of work which this company is doing. ‘The services 
of The Foxon Company include printed, embossed and 
colored metal labels; tags and tie cards; box coverings; 
displays; holiday pieces; die and hot leaf stamping; fine 
color printing on paper or foil, and stock or special 
designs of labels. 


IN a new portfolio published by The Hinde & Dauch 
Paper Company, Sandusky, Ohio, entitled “Modern 
Shipping Boxes,” reader interest is gained by the use 
of a kraft colored cover carrying an illustration sug- 
gesting the construction and design that goes into the 
making of a modern corrugated box. The portfolio con- 
tains an array of photographic examples, both in black 
and white and color, of recent shipping box designs. 
They portray the value of shipping case merchandising 
and illustrate how, through proper design, modern 
shipping boxes may be used as effective displays. 


THE essential requirements of an embossing machine, 
together with illustrations and descriptions of the 
various equipment used in embossing, are included in 
a catalog just issued by the John Waldron Corporation, 
New Brunswick, N. J. Among the information included 
is that related to embossing of all types of materials from 
the artificial watermark on cigarette papers to the heavier 


requirements for embossing automobile panels, wall- 
board, artificial leathers, tin and aluminum foil and 
rubberized products. The machines described embody 
every modern mechanical improvement and for some 
effects can attain a speed of about 700 ft, per minute with 


extremely wide goods or materials. 





Order for NEW Subscription 


Please enter my subscription to begin with the. cccccmosmmensmmnmnenemdSSUe, 


$5.00 for one year [] $8.00 for two years [] 
Remittance enclosed [] Send invoice C] 


Name 

Your position (or profession) 

Company. 

Street. 
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Products Manufactured. 


CANADA —$7.00— One Year FOREIGN — $6.00 — One Year 
12.00— Two Years 10.00— Two Years 





Postage 
Will be Paid "If Mailed 


in the 
United States 
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Gift Presentations for 1936 


(Continued from page 56) or damage. A_ particu- 
larly handsome box, perhaps for blankets, will be used 
for some time as a storage container in the home. Out- 
standing jobs of gift’ packaging of textiles have been 
done by larger department stores themselves. ‘Vhis pro- 
vides a flexible arrangement since they work on the 
spot with the merchandise and can pack it as the cus- 
tomer purchases it. This method is really an ideal 
practice since it is hard for the textile manufacturer 
to package a standard unit at his mill that will exactly 
meet the buying preferences of the customer in the 
store, although he may come close to it. He can, of 
course package two sheets and two pillow cases for ex- 
ample, approximating the desires of the purchasers, 
but there are always customers who want five or seven 
of each and if their desires are not divisible by the 
number in one package, it causes confusion and effort 
to get it straightened out. Therefore a store with a 
flexible gift packaging arrangement as part of its own 
service can do a better job of stimulating sales. 

Mr. ‘Turnbull feels that gift packaging is also being 
done very well by retail stores in the ensembling of 
related merchandise of which a typical example might 
be a blanket and bedspread and perhaps colored 
hemmed sheets and pillow cases in harmonizing tones. 
Through display of a unit like this, with cards sug- 
gesting it as a gift for brides or for Christmas, it is pos- 
sible for retail stores to build business on related lines 
of merchandise that for obvious reasons cannot be 
packaged together by a manufacturer since they might 
represent merchandise from several different sources. 

Almost every large retail store has a gift’ packing 
service the year around which consists of a relatively 
expensive box of nice quality. Several years ago this 


gift wrapping consisted mainly of tissue, seals and a 
better type box, but has expanded into the use of gay 
papers and huge cellulose ribbon bows. ‘This is some- 
thing the manufacturer cannot do however hard he 
might try for flexible packaging, because in most cases 
he makes but one or two products of related types. He 
can package only as he produces, which may not be the 
exact way in which the store sells. Many times gifts 
for a whole family are chosen in one store and if the 
retail store at the point of sale has the flexibility to 
take care of the packaging as the customer desires, it 
increases the customer's regard for the store. 

Producers of packaging material, like Sylvania and 
Dupont, are urging stores themselves to fill in the gap 
the manufacturer cannot cover, through the use of 
printed cellulose wrapping and ribbons. ‘This makes it 
possible for the retail store to dress up units of mer- 
chandise for counter display as gifts where they would 
normally be considered items of daily use. A handbag, 
for instance, nicely wrapped in gay printed cellulose 
and prominently displayed at once suggests the item 
as a gilt. 

Department stores throughout the country, according 
to Mr. Turnbull, are going more and more deeply into 
the field of prepacking. Retail stores have a number of 
items prepacked in their own gift boxes which are 
made in such a*manner and with such strength of 
construction that they can be knocked down or sent 
empty to various manufacturers who will pack and re- 
turn them to the store. This saves time and confusion 
in the receiving department and speeds selling since it 
obviates the necessity of packing the items as they are 
purchased. Prepacked merchandise as applied to textiles, 
almost automatically falls in the classification of 
cellulose-wrapped merchandise in some version, and to 
date its acceptance has been mainly a problem of build- 
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Gotham Gold Stripe hosiery packages are easily changed to coincide with holiday seasons 
by judicious use of transparent cellulose wrapping and contrasting or harmonious 


cellulose ribbon trim. Effectively used in 


window displays for attracting customers 
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Some years ago UPACO research 
chemists were called upon by the major 
factors in the packaging field to de- 


velop a series of adhesives that would 






















permit the wide application of trans- 
parent cellulose to their products. No 
need to tell you how well they suc- 


ceeded! 


Now new lacquers permit packagers to 
achieve new effects of unusual beauty 
and sales-making power. To make lac- 
quer coating more practical only one 
thing was needed . . . a perfected ad- 
hesive! That adhesive is now ready, the 
result of UPACO research. Write us for 


full details and samples. 

















UNION PASTE CO. 


200 BOSTON AVE. MEDFORD, MASS. 
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ing customer confidence. The cellulose package ha 
come down out of the field of strictly gift packaging 
into a straight merchandise bracket. The customer who 
once buys a cellulose-wrapped package of merchandis: 
and finds it to be satisfactory in every way and up to 
the standard set for it, is a repeat customer for that 
type of package. Considerable development is being 
made along these lines but there still is the need for a 
flexible unit in the store stock. 

From past experience Mr. Turnbull believes that 
packaging in men’s wear departments can best be ax 
complished if confined to assembling of gift sets of a 
novelty nature such as ties and handkerchiefs to match 
and perhaps a belt all retailing at one unit price. ‘Ties 
alone do not lend themselves to packaging because no 
matter how easy the package is to open or how visible 
the merchandise is, the representative man wants to sce 
a variety of them on a rack where he can get a bird’s 
eye view of the entire range and quickly run through a 
section of ties that is most nearly what he wants and 
make his selection. If it is intended for a gift, he is 
then interested in a gift box, but until that moment a 
gift box would be cumbersome and irritating. 

Marshall Field & Company is devoting painstaking 
care to the preparation of its new packages. For in 
stance, women’s knit underwear has been delivered 
from the manufacturer as a rule in a rather drab, hum 
drum package, but this is being changed to create an 
atmosphere of delicacy and desirability by using an 
underwear box that gives that impression. They have 
designed such a box in pale pastel colors with tailored 
bow decorations in a harmonizing color. The brand 
name appears in a neat type on each end of the box 
and shows clearly when the boxes are piled on the shell. 
When a box is taken down and looked at from the top, 
it appears to be a decidedly attractive gift box. Man 
shall Field is in the fortunate position of being able 
to develop merchandise and package at the same time 
so they can be made to fit one another. 

Other packages can be done so beautifully that, 
even though they are in stock day in and day out, they 
are ideally adapted to gifts. Handkerchiefs although 
daily use items are commonly associated with gifts and 
Marshall Field is doing a real job on gift packages fo 
them. A group of handkerchief boxes with covers de 
signed by V. Bobri are tastefully decorated and while 
the brand name appears, it is treated lightly and in no 
way mars the appearance of the box for gift purposes. 
Handkerchiefs are packed in units as high as a dozen, 
but better handkerchiefs are packed in units of six 
which has been found to be an acceptable number. 

In their striving for flexibility of package, Marshall 
Field packs its sheets in boxes of six. When the lid is 
removed for display purposes or for selling it discloses 
a protective cellulose covering that adds appeal and 
sparkle to the merchandise and keeps it clean. If a 
customer wants one to five sheets they can be removed 
from the box, or if she wants six she takes the package 
as is. This type package enjoys the protection and eye 
appeal of cellulose without the disadvantage of not 
heing able to get at the merchandise conveniently. 

Gotham Silk Hosiery Company depends a great deal 
upon packaging to stimulate the sale of hosiery the yea 
around as birthday, Easter, Mother’s Day and Christinas 
gifts. “We use a plain, though modern, gift box ol 
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ood design throughout the year,” says Elaine Hill, 
director of the Fashion Bureau at Gotham Silk Hosiery 
Company, “which appeals to people of all ages. We 
dress it up for seasonal occasions with a wrapping of 
appropriately colored cellulose with cellulose ribbon 
bows in contrasting color. Tastefully wrapped packages 
are displayed prominently in our store windows and we 
find this a most effective means of securing every-day 
eift business as well as our share of seasonal activity 
along gift lines.” 

\t Easter time Gotham hosiery appeared in cellulose 
wrapped boxes in two tone combinations of violet, 
spring green, yellow, etc., with harmonizing or contrast- 
ing cellulose ribbon bows. For Mother's Day, shades of 
pink cellulose were used topped off with a carnation. 
This species of gift package permits any amount of 
originality in placing of cellulose ribbon and bows. 

“Our method of decoration has another advantage,” 
continued Miss Hill, “because people often have then 
own ideas of color arrangement, and the package can 
be made to carry out their individual preferences. It is 
really an inexpensive means of changing packages with 
the seasons and at the same time getting enough variety 
and individuality to appeal to gift shoppers on all 
occasions.” 

Knox and Dobbs, two of the leading hat manufac- 
turers, assert that it is practically impossible to dress up 
women’s hat boxes for seasonal occasions for the simple 
reason that styles in women’s hats change so frequently 
that hat boxes must be revised almost from day to day 
to accommodate wide brims one day and none at all 
the next. However, they often make up special boxes for 
special hats all through the year. For example, a Dobbs 
hat called “Lailored Tys” is delivered in a pastel col 
ored box with tailored bows of contrasting color printed 
on the top and sides. 

Both manufacturers feel that hats make a most prac- 
tical gift and promote them for that purpose at Christ- 
mas time by supplying miniature hat boxes covered 
with printed papers depicting winter scenes, lettered in 
red and green and tied with red ribbon into which may 
be placed a gift certificate redeemable at their retail 
stores. Their dealers all over do likewise. 

Hat boxes for both men and women are based on 
the principle of durability of construction and original- 
ity and individuality of design to encourage their use 
for storage of hats at home and while traveling. High 
colors and busy figures make the boxes most effective 
and eye compelling in window displays. 

Gift packaging of liquor is more or less a new 
thought inasmuch as liquor since repeal has been a new 
industry, but Park & Tilford has gone at it with char- 
acteristic thoroughness. Liquor sales are numerous at 
Christmas; some brands have a specially designed carton 
for presentation. “Unit sales,” says John G. ‘Toomey, 
purchasing agent of Park & Tilford, “have been sub- 
stantially increased in quantity and dollars and cents by 
combinations of bottles packed in gift boxes. Much care 
and thought is given to the design of such boxes and 
also to the assortment that goes into them, which is 
chosen to please more than one member of a family. 
Our Epicure Chest, to name one, combines whiskey, 
cognac, creme de cacao and cherry cordial. Other assort- 
ments include wines, and a conventional champagne 
basket is packed with wine as well as champagne.” 
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Tis Cameron 
machine cuts paper dises from a roll, prints them, 
inserts them in position and crimps them as the 
can is made. The ean is filled in reverse position 
and then sealed by attaching the bottom. Thus, a 
perfect, tamper-proof seal is provided to give your 
customers visible proof that your product is fresh 

and just as packed! 


Better—but costs no more than old style 
cans—when made on CAMERON machinery. 


We make every kind of machine for can manu- 
facture—regardless of size or shape of can or 
output required. 

The machine shown below is fully automatic and, 
operating at a speed of from 100 up to 200 cans 
a minute, provides a seal that costs no more 
frequently less—than old-style, out-of-date can 
seals. Wherever used, sales have mounted, re- 
turned goods dropped! Write, today, for complete 
information. 


CAN MACHINERY CO. 
240 NORTH ASHLAND AVENUE 
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The finest vials ob- 
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may stress “light- 
ness’’—yet they are 
much heavier than 
Hycoloid vials; and 
Hycoloids are un- 
breakable and ob- 
tainable in any 
desired color. 
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tages—Send for samples 
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42 Avenue L, Newark, N. J. 














MODERN PACKAGING 





Each box is designed for the particular assortmen: 
chosen for it and only those bottles will fit into it 
Therefore, there is very little chance of any substitu 
tion. The boxes are covered with holiday papers, tic« 
with wide ribbon bows, and one box has an imitation 
wood grain paper decorated with ribbon. Assortments 
are made up in popular price ranges all the way from 
55.00 to $25.00 and in making them up, Park & ‘Vilford 
takes into consideration the various types of liquors that 
are most popular. 

Liquor so packed and displayed in’ store windows 
suggests itself as gifts, where a single bottle might not 
be considered appropriate. The box adds nothing to 
the cost of the package to dealer or consumer, but is 
absorbed by Park & Tilford in their effort to increas: 
unit sales during the holidays. 

Every day is a gift day at Park & ‘Tilford’s 57th St. 
and 5th Ave. retail store with such a wide variety of 
gift suggestions that even a hard-to-please customer has 
little difficulty in making a selection. Here again unit 
sales are increased appreciably by well-chosen combina 
tions of delicacies packed in boxes, baskets or trays and 
transformed into most delectable gifts through judi 
cious use of colored straw, transparent cellulose and 
huge ribbon bows. 

Color schemes are changed for special occasions 
Easter, Mother’s Day, Hallowe'en, Thanksgiving and 
Christmas as well as individually for birthday, bon voy- 
age, convalescent, coming home party, cocktail party 
and week-end gifts at the request of a customer. 

If a less pretentious gift is desired, there are any 
number of delightful boxes for assortments of candies, 
nuts or glazed fruits. Each box is appropriately named 
and decorated. For instance, the Davy Jones Locker box, 
for bon voyage gifts, has rope and anchor printed on 
the cover, while the Normandie and Queen Mary boxes 
have pictures of those ships on the covers, and so it 
goes. A new Park & ‘Tilford box of procalized fruits 
(similar to glazed fruits though not as rich) comes to 
them from California packed in a box made of wood 
from genuine California Redwood trees, with a woodsy 
scene stamped on the cover. 

These packages are entirely flexible and contents may 
be chosen by a customer, but as a rule the packages 
already assembled in gift dress are the ones selected. 

It’s quite a jump from eatables to golf balls, but 
they too have an interesting gift story. Golf ball sales 
always plunged into a deep valley during the Christmas 
scason until Wilson Western Sporting Goc ds Co. got 
the bright idea of filling a cocktail shaker with them 
and packaging them as gifts a couple of years ago. ‘The 
results in increased sales were surprising even to them 
and taking that as an indication of the efficacy of gift 
packaging they have continued putting out golf balls 
in unexpected packages during the holiday season. ‘The 
cocktail shaker was followed by a roulette wheel with 
the golf balls separate but packed in one gift box, and 
a chuck luck cage filled with them. They have even 
packed golf balls in women’s jewel boxes and leather 
cases so that men might be inclined to buy them as 
gifts for women. 

“This practice of gift packaging for golf balls,” says 
W. J. Kiley, vice-president of the Wilson Western Sport- 
ing Goods Co., “has been instrumental in leveling volf 
ball sales throughout the year, without the dishearten- 






























































ing drop we used to experience during the winter. We 
shall continue to package them in new and different 
ways as they occur to us.” 

Dennison Manufacturing Company gauges gift pack- 
aging from both a wholesale and retail standpoint. 
[heir retail store is gay and festive every day in the 
year with sample packages becomingly wrapped in 
printed papers and tied with many looped bows. There 
still are people who like their own ideas of packaging 
better than anybody else’s and they can pick up helpful 
hints as well as paper and ribbon or tape to carry 
them out. 

Dennison along with other agencies has recognized 
the need for gift boxes for hosiery and has figured 
out a way to supply them to small retail stores within 
their price limits. 

“Hosiery departments in some stores and women’s 
specialty shops,” says W. H. Brison, sales manager of 
the box division of Dennison’s New York office, “cannot 
afford to buy boxes in sufficient quantity to give the 
manufacturer a satisfactory run. We have made up three 
sets of boxes, each distinctive and attractive, that we 
feel will appeal to such stores and are offering them for 
sale on a collated basis. We plan to make about three 
runs a year and in the meantime will take orders from 
50 boxes up. This gives small stores an opportunity to 
present their merchandise in boxes styled right up to 
the minute with the added advantage of the lower price 
made possible through collated runs. The boxes are 
varied enough to be suitable for all seasonal occasions.” 

This is an entirely new experiment with Dennison, 
but so far it is working out well since the boxes they 
have prepared are extremely desirable. One of them in 
particular should be well received by stores as well as 
the stores’ “public.” This has a square base into which 
fit three separate boxes in three slightly different shades 
of the same color, for three shades of hosiery. A square 
cover with bright colored plastic knob fits on top tying 
the set together as a unit. It is neat and compact and 
should go a long way toward increasing a gift sale from 
one pair of hosiery to three, just to get the box. 

“In making jewelry boxes and cases,” Mr. 
went on to say, “we have turned out some unusual items 
by a combination of paper and brilliant plastic mate- 
rials. We consider this a new treatment for paper boxes, 
putting them in quite a different class. The present 
trend toward color and glamour calls for flashy boxes 
and these certainly do the trick.” These jewelry boxes 
are designed for use as displays as well as for presenta- 
tion of the article, which is of especial value in the 


Brison 


jewelry trade. 

A new ring box in a triangular shape with the points 
rounded is strictly modern and made entirely by ma- 
chine which brings the price down but still presents the 
appearance of an expensive handmade box. It is covered 
with ‘Texol cloth in a reproduction of leather or velvet. 

With all these innovations in jewelry packaging, Mr. 
Brison feels that nothing will ever quite take the place 
of a conservative well made jewelry box of nice soft 
velvet or similar material that from years of association 
has the appearance and charm of jewelry atmosphere. 

Dennison’s experience with gift packaging for men’s 
wear has been that garters or items that are more oi 
less standard may be packaged to good advantage. ‘They 
cite an example in the display designed for Hickok. It 








A MAGIC JOB 


... made better with 
BOSTITCH STAPLES 






A close-up of the 
Bostitch Stapling on 
the Magic Blackboard 






Note how the Bostitcu 
Staptes fasten the center 
piece of the Magic Black- 
board neatly and securely, 

Also, see how they en- 

hance the sales appeal of the Blackboard. 


Perhaps your product can obtain added security 
and sales appeal, the BostiTcH way. 


Consider how your small items might sell faster if 
given display-promotion through the inexpensive 
BostitcH methods. Submit samples and we will 


suggest how we may help you. 


BOSTITCH SALES COMPANY 


56 E. Division Street East Greenwich, R. I. 
In Canada: Bostitch-Canada, Ltd., Montreal 
Please give us information and suggestions with 
regard to Bostitch methods of merchandise 
display-protection. 


























SIX 
GOOD 


NUMBERS 
by Ad. Hesive 


Ad. says: Glys-Jel is a new development 
for the box maker who uses animal glue. 
A very small percentage of this material 
added to ground glue gives flexibility, 
eliminates warping and reduces ma- 
terial costs. 

Star Non-Warp Glue for tightwrap work 
combines flexibility with quick-drying, 
non-curling qualities. 

Star Special Process Glue is for the box 
manufacturer who prefers cold glue. It 
has excellent penetration and flexibility. 





Star *147 Labeling Gum is equally 
adapted for labeling hot, cold, wet, dry 
and greasy jars or bottles. It is moisture- 
proof, and transparent. 
Star Labeling Gum ¥148-L is for var- 
nished labels and where very heavy paper 
is used. It is colorless, highly concen- 
trated and will hold labels indefinitely. 
Make Your Identity Stick through the 
use of these label glues. 
Our Dekco 
roller has been 
developed 
especially 
for the metal 
decorating 
trade. It will 
not crack 
where lacquer 
inks and var- 
nishes are 


used. 


BINGHAM BROTHERS 
COMPANY 


(Founded 1849) 
Adhesive Manufacturers 
406 PEARL ST., NEW YORK, N. Y. 


ROCHESTER, N. Y. BALTIMORE, MD. 
980 Hudson Ave. 131 Colvin St. 


PHILADELPHIA, PA. 
521 Cherry St., and Emerald & E. Hagert Sts. 
ATLAS GUM & SIZING COMPANY, INC. 


Bush Terminal No. 1, Brooklyn, N. Y. 














MODERN PACKAGING 


is in the form of a box not more than a foot tall and 
perhaps six or seven inches wide, covered half way down 
the front so that three individual boxes of garters show. 
However, there are twelve of these little boxes and as 
one is taken out another drops down from the concealed 
part of the box to take its place. The individual boxes 
in red scotch plaid paper show off to advantage against 
the black paper covering of the display box. ‘The com 
plete ensemble is appealing to dealers and retailers 
because it takes only a limited amount of space and 
placed on a counter immediately commands notice 

Along with everything else, cigarette cartons appeai 
in fancy dress at Christmas time. Usually this is in the 
form of a sleeve that slips on over the regular package 
and can be removed without fuss after the holiday is 
over. According to one of the “Big Four,” cigarettes 
always sell in greater volume at Christmas but anything 
it can do to bring its package to the top in exuding 
Christmas feeling is so much to the good. Last minut 
shoppers in search of an acceptable gift for the forgot 
ten man (or woman) on their lists often pounce upon 
cigarettes without question, and invariably the carton 
most attractively packaged is the one chosen. 

It would seem, judging from all information gathered 
during our trip, that gift packaging is decidedly on the 
up and up, and those getting the lion’s share of gift 
business do so only because of intelligently planned and 
well designed gift packages. There’s no denying that a 
red and green package is indicative of Christmas, but 
red and green while they may be acceptable to a certain 
group of Consumers, may not appeal to a more sophis 
ticated taste. It is apparent that in the confusion of 
items and packages prepared for holiday occasions, mei 
chandise in those most nearly identified with good taste 
and modern treatment leads all others in sales. 


Fourth Pacific Coast Packaging Competition 


Winners in the Fourth Annual Pacific Coast Pack- 
aging Competition sponsored by the Ramsey Oppen 
heim Publications and the Pacific Advertising Clubs 
Association are as follows: Family group, Cosmetics by 
Chryson, Chryson’s, Ltd., Los Angeles, Calif.; Contec 
tions, De L’Opera chocolates by Imperial Candy Com 
pany, Seattle, Wash.; Cosmetics, Poudre Celeste by 
Chryson’s, Ltd., Los Angeles, Calif.; Paints, oils, hard 
ware products, Pabco Wax by The Parafine Companics, 
Inc., San Francisco, Calif.; Grocery and food products, 
Hi-Hat Wafers by Cal-Ray Bakeries, Glendale, Calil.; 
Grocer-sold products other than food, Pine Dog Soap 
by Bobrick Manufacturing Company, Los Angeles, 
Calif.; Beverages, Lyons Belvista Sherry by E. J. Lyons 
& Raas Company, San Francisco, Calif.; Miscellaneous, 
Stop Spot by Union Oil Company, Los Angeles, Calif. 

The judges of the competition were: Mrs. Edith 
Atkins Anderson, president, Robert S$. Atkins, Inc.; 
A. B. Murphy, sales promotion manager, merchancise 
division, Westinghouse Electric & Manufacturing Com 
pany; Guy W. Burns, general sales manager, Langen 
dorf United Bakeries, Inc. 

The winning packages were exhibited as a part of 
the San Francisco Advertising Club’s Packaging Day, 
April 29, and will be shown on display at Seattle in 
July, as part of the annual convention of the Pacific 
Advertising Clubs Association. 















































VANIMODE PEARL DESIGN PAPERS 
in 19 up-to-the-Minute Colors 


reproduce by a different process, the exquisite Mother of 


Pearl effect formerly obtainable only in far costlier papers. 
VANIMODE PEARL details never vary in size or shape, which guarantees uniform appearance in your packaged product. 


Sample books and sheets of Vanimode PEARL Papers are carried for your convenience at all Middlesex offices. 








MIDDLESEX PRODUCTS CORPORATION 


CAMBRIDGE Branch Sales Offices: 
MASSACHUSETTS : New York Chicago Philadelphia 























Packaging in the Confectionery Industry 


Continued from page 78) and opposite the center 
inachine there is a bundling machine which bundles 
five tablets with a band into a single package, at the 
rate of 84 bundles per minute. When operating at full 
speed, continuously, the bundling machine will handle 
more than the three wrapping and banding machines 
but as there is a slight loss of time in moving the goods 
from the first to the second operation the two are 
pretty well synchronized. These tablets are actually 
small bars of chocolate of regular and unvarying shape 
and lend themselves readily to machine wrapping and 
bundling. The same is true of the molded chocolate 
bars which are also produced in this department and 
wrapped on two machines (Package Machinery Co.), 
at the rate of 75 per minute per machine. These ma- 
chines are not used for anything else and are sufficient 
for the required production. 

Finally we come to the bulk packing department. 
Here the operation involves the packing of several 
pieces of some particular kind of candy in a cardboard 
“boat,” and wrapping them in transparent cellulose on 
foil. Conveyors have been used to facilitate the han- 
dling in rather an ingenious manner. The candy is 
brought in from the manufacturing department on a 
chain conveyor passing through a small opening in the 
partition between the manufacturing and the packing 
departments. The partition is necessary on account of 
the different atmospheric conditions which must be 
maintained in the two departments. The conveyor con- 
sists of two parallel chains with platforms between them 
at regular intervals. Chains are used here instead of 
belts because they lend themselves very well to this type 
of handling and the maintenance is less than with belts. 

The conveyor is just below the top of the wrapping 
bench and in the center of it. The girls who do the 
wrapping are stationed on each side. The candy is 
placed on waxed paper plaques on the platforms of 
the conveyor. There are slits in the top of the bench 
above the conveyor at each wrapping station. When 
one of the wrappers needs a supply of the pieces of 
candy she pulls a plaque through the slit off the con- 
veyor and on toa small raised platform. There are 22 
of these conveyors emerging from this particular manu- 
facturing department which deliver goods outside for 
further handling. Actually only eight of them are used 
for the bulk packing which is for the five-cent trade 
on news stands and drug stores. There are six girl wrap- 
pers on each side of each of these conveyors and each 
wraps on the average of about 12 packages per minute 
and places them in cartons containing 24 units. 

From the foregoing description it will be noted that 
Schrafft’s has used packaging machinery of some kind 
wherever practicable, even if nothing more than the 
well-known conveyor. In many cases automatic mechani- 
zation has been possible to meet conditions. Apparently 
there is almost always the possibility of facilitating oper- 
ations by the ingenious introduction of some kind of 
machinery at some point. 

Edgar L. Lewis and Sons, of Malden, Mass., manu- 
factures a general line of candies, most of which is 
packed in boxes. The management is progressive and 
is trying to use as much machinery as practicable to 
facilitate the rapid expansion of its business which has 











When you have packaged your product in a smart 
double purpose molded container, you've a big com- 
petitive edge on the holiday gift business. 


But when it's packaged by Auburn you have a sure-fire 
winner. As one of the oldest and largest molders of 
plastics, our years of experience in building sales-win- 
ning packages is yours at no extra cost. 


We know what sells, and how to put the most sales 
appeal in your container. We know how to keep costs 
down yet put in a quality appeal that makes the cus- 
tomers say—''l'll take that one." 


No matter whether you have ever used plastics you owe 
it to yourself to find out what we can do for you. We 
are at your service. 


ESTABLISHED 1876 


AUBURN BUTTON WORKS, Inc. 


AUBURN, W. Y. 
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@ Improved packaging pays dividends—more and 
more alert business men are discovering this every day. 
Hundreds of the largest concerns throughout the coun- 
try have found the best way to get improved packages 
is to utilize Lindley’s ‘“‘over a quarter century’’ expe- 
rience in creating better quality containers. 

The buying public responds to new ideas in packaging, just as it 
does to new products. In the same way salespeople lend their en- 
thusiasm to attractively packaged merchandise. Good looking pack- 
ages—sturdy packages, that don’t get broken or crushed easily, get 
the preference everywhere. 

Starting with expert construction designers, Lindley has de- 
veloped an efficient formula that is giving its clients better pack- 
aging. The formula: better planned, better printed, better made, 
from better materials. Why not apply this proven method to your 
problems? Inquire, giving full particulars, and suggestions will be 


made, without obligation to you. 
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MODERN PACKAGING 


been taking place during the last two or three years. 
In the caramel and nougat department there are fou 
machines for wrapping caramels with transparent cellu- 
lose, having a production of about 205 per minute per 
machine, and four wrappers for nougats which operate 
at the rate of about 135 pieces per machine per minute 
(Package Machinery Co.). These are placed in central 
locations with respect to the sizing and cutting opera- 
tions but are not served by conveyors. In another de- 
partment there is a wrapping machine which applies 
transparent cellulose wraps to salt water taffy and the 
like and twists the ends. The rate of production here 
is about go per minute. 

The packing of boxes of assorted candies is done 
with the boxes placed on slow moving belts and pass 
ing in front of the packers, as at Schrafft’s in many 
particulars. Canvas belts are used here also, and fon 
the same reasons. All but the hali-pound boxes are 
wrapped by hand. As already stated the production 
on these is large and continuous. They have no covers 
other than the transparent cellulose, and they are han 
dled very successfully in the fully automatic wrapper 
(Package Machinery Co.) at a rate of 42 per minute. 

Packing of five-pound boxes of bulk candy, all of 
the same kind, has been provided for ingeniously and 
may be seen in diagram in Fig. g. ‘The only machinery 
used is conveyors and apparently nothing else would 
be very helpful, but they have been made the most of, 
All of the items under consideration are chocolate coy 
ered and they emerge from the coating process on a 
belt about 28 inches in width. This belt has been made 
long enough so that there is sufficient room for the 
requisite number of girls on each side of it to take 
| off the pieces, wrap them and place them in boxes. 
| When a five-pound box has been filled it is placed 
}on an overhead conveyor which carries it back down 
the line and delivers it to a bench made on top of the 
| covered part of the conveyor which brings the candy 
Fout from the coating processing. Obviously this saves 
a great deal of floor space, which is an important item 
i where the business has grown as fast as has this one. 
| At this point the covers are put on the five-pound car- 
tons, stamped with the date and sealed. They are then 
placed on another conveyor which delivers them to the 





store room direct. 

There are six parallel production lines of this type. 
Of course each line is not continuously used for the 
same kind of items and the different ones require dif- 
ferent lengths of time for the coating operation. ‘This 
| means that the belt conveyors which bring the finished 
goods out to be packed must be operated at different 
speeds. Naturally it takes fewer girls to pack when the 
belt is running slowly than it does to keep up with 1 
when it is operated at the higher speeds. Consequently 
enough packing space has had to be provided for the 
maximum number of packers in order to make it pos- 
sible to run several items on any of the machines. Vari- 
able speed is provided for by means of direct current, 
vearhead motors with chain drives. This arrangement 
gives clean and quiet operation. “The variable speed 
feature does not apply to the conveyors for transport: 
ing the filled cartons. The motors for these overhead 
conveyors are mounted on the ceiling and are of the 
ball-bearing type in order to avoid dripping. An tn- 








venious feature of one of the six lines is that It was 
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necessary to lengthen the packing section by giving it 

180 degree turn because the floor space was not long 
cnough to provide for a straight-away run. 

In every plant the individuality resulting from the 
ispe of goods, physical layout of the space and _ the 
volume of production has determined the methods of 
handling the packaging. Like all of the concerns men- 
tioned in this article, this one is successful and knows 
how to carry on its business, and what has been done 
represents an intelligent reaction to the condition. 

\s we have seen, many of the operations of pack- 
aging cannot be mechanized in the confectionery  in- 
dustry, or at least not entirely so. On the other hand 
we have seen how some machinery may be used, such 
as conveyors, to reduce costs. There are on the market 
semi-automatic wrapping and bag filling machines. ‘The 
important part is that where it is not practicable to 
get full automatic Operation there are many cases where 
semiautomatic machines give excellent: results. Such 
machines can be made with considerable versatility so 
that where a manufacturer puts out a number of differ- 
cnt sized packages, usually boxes, he can make quick 
adjustments on the machine whenever the run_ is 
changed. ‘This is particularly advantageous where the 
production on a given size is not enough to warrant 
the expense of fully automatic machinery, but where 
there are enough of two or more sizes within the limits 
of the versatility of one machine to keep it busy. Gen- 
erally speaking, semi-automatic wrapping increases pro- 
duction about 7 to 1 per operator. 

This idea of mechanizing as much as_ possible, il 
complete automatic packaging is not possible, is worth 
serious consideration, and has not received the atten- 





tion which it deserves. A few, but only a few, of those 
confectioners who have packaging problems have bene- 
fited themselves greatly in this way. For instance, one 
of the best known manufacturers in the Boston district 
has a varied line of boxed goods in boxes of different 
size. All of them have transparent cellulose wraps. The 
production of no one of these boxes is great enough 
to warrant full automatic machinery and yet if they 
had to be wrapped by hand the cost would be a serious 
item. ‘The solution was found in the purchase of a 
semi-automatic wrapper (Miller Wrapping & Sealing 
Machine Co.) which is adjustable for the different 
sized boxes. Sheet transparent cellulose with heat seal 
ing is used and the rate of production is from 15 to 17 
wrapped boxes per minute. The machine is in service 
practically all the time on one size box or another. 
Some of the boxes which are beyond the limits of the 
adjustability of the wrapper are wrapped by hand, but 
a heat sealing device is used and saves a worth while 
amount, This company believes in making as much 
use as possible of mechanical means. 

In addition to this the company has lines of one- 
pound boxes of similar dimensions and, as the produc- 
tion on these is large, a fully automatic moistureprool 
cellulose wrapping machine is employed. The sealing 
is by means of adhesive. Boxes are fed into it from a 
slow moving canveyor at the rate of about 4o per min- 
ute by one girl and are taken off the finished end and 
placed directly in cartons. This machine is not versa 
tile and can only be used for the one size of box, and 
would not pay unless the output were large. 

This concern also puts out small containers filled 
with loose or bulk goods. ‘The filling is done from a 
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CASE SEALERS 













STANDARD 
TOP AND BOTTOM CASE SEALER 


Automatically glue and seal the tops and bottoms of corrugated and solid fibre shipping cases simultaneously at 


a cost of only a few cents per thousand. 


They are 100% automatic and require no operator or attendant. 
Adjustable for a wide range of case sizes and may be changed from one size to another in 60 seconds or less. 
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Write for Catalog 


STANDARD-KNAPP CORPORATION 


43-27 33rd St., LONG ISLAND CITY, N. Y. 


208 W. Washington St. 


CHICAGO ST. LOUIS - 


LONDON, ENGLAND 
LOS ANGELES — SEATTLE 


Pine Street 
SAN FRANCISCO 
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* Are you 


PAYING TOO MUCH 


for wrapping your packages® 





Don’t pay too much! The low- 
priced MILLER ‘“‘Economatic” 
WRAPPING MACHINE is saving 
hundreds of firms, both large and 
small, thousands of dollars daily. 

Profit by acting now! Write or 
send samples today! 

(Even if your packages have been previously re- 
jected for machine wrapping, send samples in 


to Miller. New developments have increased the 
great scope of the Miller even further) 





MILLER WRAPPING & 
SEALING MACHINECO. 


S. CLINTON STREET. CHICAGO 





MODERN PACKAGING 


series of automatic weighing machines, the hoppers of 


which are filled by gravity flow of material from an 
upper floor. ‘here are separate filling stations for eaci) 
size container. After a box is filled, one girl folds over 
the liner, snenhage puts on the cover, and a third feeds 
them into a wrapping machine. There are no con- 
veyors in this set-up. Some of the goods are vacuum 
packed in metal containers which are filled and sealed 
at the bottom. From this brief description it will be 
seen that the management has adopted the use of a 
variety of machinery for the packaging of its items. ‘The 
selection of what to use has been determined by its 
products, as must always be the case in an intelligently 
managed plant, but a certain open-mindedness and 
alertness are essential in order to seize upon whatever 
means come to hand whereby economies may be effected. 

With the manufacturers of general lines of confec- 
tionery where box goods are the major part of thei: 
production the use of packaging machinery is of less 
relative importance than with those manufacturers who 
concentrate on specials, particularly where the latter 
are well standardized. Some of the manufacturers. ol 
box goods put on the outside cellulose wrap by machin- 
cry but many of them do not do so because of the 
variety of sizes and shapes of boxes which are used, and 
the difficulties, especially lost time, involved in making 
the necessary adjustments of the machines. With box 
candies it is a part of good merchandising practice to 
change the boxes frequently, so that the simplifica- 
tion sought and achieved in many other industries 
does not apply in the confectionery field. Filling ol 
the boxes is of necessity a hand operation, although, 
as noted concerning the Schrafft plant, some machin 
ery can be employed to facilitate and increase the 
production per worker. And, as at Schrafit’s, some 
wrapping machinery can be used for certain standard: 
ized lines. 

However, where the confectionery manufacturer puts 
out a standard line of boxes, the use of packaging ma- 
chinery becomes of paramount importance and no pro- 
ducer could hope to stay in business without using it. For 
instance: A well-known Boston manufacturer of ba 
chocolate installed a wrapping machine a few years ago 
which cost $3000 and which was run twenty-four hours a 
day and replaced 135 girls. It paid for itself in two wecks. 
The chief engineer of this concern stated that in his 
experience, and he has had a lot in the packaging 
machinery field, it is safe to count on modern machin- 
ery making a 15 to 1 reduction personnel possible 
for the operation in question, 

This same concern has nine fully automatic ba 
wrapping machines, of which five are used for one 
size and four for other sizes. That is, five sizes of bars 
are put out as standard and machines are provided fo1 
each to take care of the required production, which 
varies from 24,000 per day for the large bars to 20,000 
for the small ones. As pointed out by the chief engi- 
neer at this plant the economy of using wrapping 
machinery depends entirely on the amount of produc- 
tion and the shape of the piece. Those of symmetrical 
shape and smooth surface are readily handled in this 
way, and if the quantity is large enough it pays well 
to purchase expensive machines to do the work. 

When it comes to the wrapping of mints and othe! 
chocolate-covered items it does not pay to use mac {iin 


























that the goods comes from the coating and subsequent 
cooling processes on a conveyor and must be removed 
by hand, in any event, in order to avoid injury. The 
most economical method of wrapping them is to extend 
the conveyor far enough beyond the cooling tunnel 
for a number of operators to be placed on each side. 
\s they take the pieces off the conveyor belt they put 
on the wrap and place them in boxes. Furthermore a 
good many different items come through on these con- 
veyors at different times, depending on the run, and 
there is no machine available which it would be prac- 
ticable to use for all of them. It would be uneconomical 
to have more than one, especially as the saving in labon 
would be small due to the necessity of having to re- 
move the material from the conveyor by hand. And 
then the wrapped pieces would have to be taken from 
the machine and be placed in boxes. In other words, 
this kind of work simply does not lend itself to machine 
operation. One girl can wrap about 25 pieces per min- 
ute from conveyor to box, without damage, and irre- 
spective of the size and shape of what is manutfac- 
tured here. 

Phe methods employed here are interesting because 
there are no fancy boxes to handle at all, and two gen- 
eral kinds of items which require individual wrap- 
ping. One of these, the bars, can be standardized as to 
sive and shape and the only reasonable way to wrap 
them is by machinery. ‘The other general type must be 
so manufactured, and the shapes are such, that machine 
Wrapping is not practicable. What the best thing is to 
do depends entirely on the conditions in a given con- 
cern. Both extremes of full automatic and complete 
manual operation may be found side by side and be 
fully justified by the conditions. 


The Gobelin Chocolate Company provides another 
example of the advantages of using semi-automatic ma- 
chines for cellulose and other wraps. It has four of these 
machines at present, two of which are used for one- 
pound boxes, one for two-pound boxes and one for 
half-pound boxes. The largest production is on the 
one-pound size. This company sells to the retail trade 
direct and stamps a standard box with the name and 
art work of each of 10,000 Customers before wrapping. 
This means that production at the wrapping point can- 
not be a steady stream but will vary as orders come in. 
Consequently full automatic machines would be too 
expensive, and, furthermore, the call for two-pound 
and half-pound boxes it not great enough to warrant 
the cost of the fully automatic machines. However, 
there is enough in all three sizes to make the semi- 
automatics very advantageous. 


In addition to this there is a local condition here 
which would make hand wrapping out of the question. 
The business has grown to such an extent during the 
last three years that the final cellulose wrapping has 
to be done in a space which could not possibly accom- 
modate the necessary number of operators if done by 


hand. So it might be said truthfully that the machines * 


used here have obviated the necessity of expanding the 


plant, or have at least delayed it. The rate of produc-' 


on is about 8000 per day, per machine, on the one- 
pound boxes. These machines, which are on pertable 
stands, are placed between rows of tables containing 
unwrapped boxes on one side, and wrapped ones on 


ery, according to this engineer, the reason for this being 





LUSTEROID 





WHEN your problem is one 

of packaging, Lusteroid will 

generally solve it. For Lusteroid has many advantages 
— it's light in weight yet its cylindrical shape makes it 
strong and unbreakable, and its smooth grainless sur- 
face is well adapted to printing. Lusteroid is available 
in transparent or opaque finishes—and in colors. Lus- 


teroid means sales and repeat sales for your product. 


LUSTEROID 


CONTAINER COMPANY, INC. 


Formerly Lusteroid Division of 
THE SILLCOCKS-MILLER COMPANY 
10 PARKER AVENUE, WEST 
NEW JERSEY 





SOUTH ORANGE . 
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GOOD? You bet it’s good! Be- 


cause it’s made right—packaged right— 


sold right. Knowing how to do these 
things right is the most important trick 
of modern business. And manufacturing 
confectioners who realize how vital it is 
to keep abreast of the latest develop- 
ments in the art of doing things right, 
from raw materials to consumer, are 
already making plans for the 13th Con- 
fectionery Industries Exposition and 
o3rd Annual Convention of the National 


Confectioners’ Association. 


CONFECTIONERY 
INDUSTRIES 
EXPOSITION 
June 8-12 - 1936 
Waldorf-Astoria 
New York City 
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the other side. For special holidays such as Mothe:’s 
Day, Christmas, etc., a second wrap of appropriate ce- 
sign is put over the standard cellulose wrap by running 
the box through the second machine. 

Wherever for some reason the industry has pretty 
well standardized on a package it immediately becomes 
possible for the manufacturer to adopt the use of pack- 
aging machinery, provided, of course, that he has suff- 
cient production. Marshmallow packages have been 
standardized to a considerable extent and it is possible 
for a producer, like the Greylock Candy Company, to 
benefit greatly by such standardization. It brings up the 
question why there has not been more standardization, 
for the benefits would seem to be very great, but the 
answer probably is that marshmallows are used in so 
many ways and at all times, that the gift idea is entirely 
lacking from them. The merchandising value of arrest. 
ing and unusual containers therefore does not exist 
as it does with boxes of candy. All that is necessary 
nowadays for marshmallows is an air-tight package 
which is convenient and attractive in appearance. 

The Greylock Candy Company specializes in marsh- 
mallows and turns them out in standard packages 
which are wrapped on a semi-automatic machine. ‘The 
semi-automatic type was selected because of its versa- 
tility which makes it applicable to more than one size 
of container, and of course it is a much less expensive 
machine than the fully automatic type. One girl can 
cellulose wrap about 1,000 boxes per hour, with a man 
or girl to place them in cartons, as shown in Fig. 10. 

There is another interesting slant to the availability 
of economical wrapping in cellulose as accomplished 
here. This is that the business of making marshmallows 
has been greatly stabilized by the air-tight package so 
that the product has become almost a year-round selle 
where formerly it was highly seasonal. 

Certain kinds of candies, as is well known, are sold 
in bag containers which is another packaging opera- 
tion in which important savings may be realized by 
employing semi-automatic machinery. A well-known 
manufacturer of toffee has devised, with the help of 
a machinery manufacturer, a set-up which has given 
excellent results, and which is worth brief mention. 

The separate pieces of toffee are machine-wrapped 
with cellulose (see Fig. 11) by standard machines at 
the rate of 450 to 750 per minute. ‘There are several 
of these machines in the plant which wrap at various 
speeds, the particular machine used for a given prod- 
uct depending on its size and shape. ‘These wrapped 
pieces are then conveyed to the automatic weighing 
machine and are filled by a semi-automatic filling ma- 
chine (Fig. 12). They are next given a heat seal in a 
separate machine to which the filled bags are conveyed. 
The rate of production is set by the semi-automatic 
bag filling machine, and is from g0 to 22 per minute. 
After sealing, the bags are placed in cartons by hand. 

One point which the observer of packaging opera- 
tions in this industry cannot help but have impressed 
upon him is that there seems to be a considerable lack 
of versatility in the packaging machinery now avail: 
able. That is, such machinery is not adaptable to han- 
dling a sufficient variety of shapes and sizes to make it 
as useful to the candy manufacturer as he needs to 
have it. Many irregular shapes have to be wrapped by 
hand because there is no machine on the market which 
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can do it. All too often it is possible for trained oper- 
ators to wrap faster by hand than can be done by 
machinery. In many other cases where a machine is 
capable of handling more than one size or shape the 
time required to make the adjustments from one to 
the other is so great that the value of such versatility 
is lost. Also the manner in which wrapping machines 
handle the boxes is such that the producers of high 
priced goods fear that they will be damaged. 

Of course there are many cases where packaging ma- 
chinery is doing an excellent job and its advantages 
are not to be minimized, by any means, but there still 
seem to be certain conditions where something is left 
to be desired. Without a doubt the designers of such 
machinery are treating with these problems and _ will 
soon have them in hand. 

When discussing the machinery used for packaging 
operations there is a distinct tendency to think in terms 
of some one machine which performs a complete func- 
tion like wrapping a box, or bar, capping a glass jar, 
or the like. However in some large plants such ma- 
chines play rather a small and inconspicuous part, al- 
though a considerable amount of machinery is used. 
It is perfectly safe and proper to say that the ingenuity 
of the plant engineer has in a great many instances 
done much more to mechanize, or partly mechanize, 
packaging operations than the manufacturers of pack- 
aging machinery. He has used conveyors and chutes, 
provided for lift trucks and cabinets with skid bases, 
laid out the physical arrangements for the convenience 
and efficiency of the operators, and done a thousand 
and one things which only the engineer familiar with 
local conditions and specific requirements could do to 
promote economical production. And other members 
of the management groups have planned how to train 
and make use of the personnel to the best advantage, 
and to organize the operations so that they will pro- 
ceed with smoothness and efficiency. Perhaps one of 
the most interesting things to observe in a well run 
candy plant, from the management and engineering 
standpoint, is the ingenious manner in which bits of 
different kinds of every-day equipment have been used 
here and there, and how the workers have been organ- 
ized for the realization of the ends sought. 





The new Reynolds Sterling closure manufactured by Reynolds 
Metals Compeny. This closure was described but not illustrated 
in the March issue 














“As alike as two 
peas in a pod” is recognized by 
many as the ultimate in simi- 
larity. But as a matter of fact, 
nothing created by Nature, nor 
made by human hands can pos- 
sibly match the uniformity of 
products made by modern pre- 
cision machinery. 


ARABOL 


ADHESIVES 


are accurately made ac- 
cording to formulas, in 
modern plants, having 
the latest scientifically 
controlled equipment, 
assuring uniformity in 


every batch. 
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W orld’s Largest Manufacturers of 
Glues, Gums and Pastes 


110 EAST 42nd STREET + NEW YORK 


54th AVENUE & 18th ST. 30 STERLING STREET 
led, | toy \cte) SAN FRANCISCO 


Offices and Warchouses at Boston © Philadelphia 
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TIME MARCHES ON! 


Yesterday’s revolutionary 
discoveries and inventions are 
today’s accepted facts. For 
tomorrow we look ahead to 
newer, greater achievements. | 
























F’ ORTY years ago, the first Kiefer 
machinery paved the way to lower 
bottling costs—and to improved 
bottling and packaging machinery 
and methods. 


THE KARL KIEFER MACHINE CO. NCINNATI, O. 


1936! The Karl Kiefer Machine Co. still leading the way—its engineers in plants 
busy studying, planning, working with bottlers, large and small—its factory busy 
designing, building new improved equipment for tomorrow's production. 











Higher speed Bottle-Cleaning machines for Bottle Closing Machines, Conveyors, 
rinsing, sterilizing, air cleaning. Smaller units Packing Tables, Filters, Pumps. 
as well. Higher speed Bottle-Filling machines Write for full details or call us 
d , ieenaiien in to help solve your problems and 
and new semi-qu . try to effect savings in your plant. 
Fae KARL RIEFER MAGHINE Co. 
| CINCINNATI, OHIO | 





IT’S CLIPLESS! 





This modern method of sealing and closing collapsible tubes is a 
marked improvement over the old method of sealing with clips. 
Note the attractive finish given to end of tube by the Colton Crimp- 
ing Machine. Many production expenses are eliminated by this 
clipless closure—i. e., cost of clips, time required to replenish clip 
rolls—and maintenance expense of automatic clipping heads. Ask 
for descriptive folder. 


ARTHUR COLTON CO. No. 17. Automatic 


2600 JEFFERSON AVE., EAST Tube Filling, Closing 
DETROIT MICHIGAN and Crimping Machine 


MODERN PACKAGING 











130 























o— = |_ 











Package Omnibus, 1936 
Creative Journals, Ltd., London 
Shelf Appeal 
We are doubtful if the opening paragraph of the 
preface of Package Omnibus, 1936, will be taken seri- 
ously, at least in this country. For most of us who have 
followed packaging are aware of the constructive service 
which Shelf Appeal has rendered to that industry, par- 
ticularly to British packaging. Package Omnibus is 
sponsored by Shelf Appeal—many of the authors of the 
subjects treated in the former are already familiar ones 
in the columns of Shelf Appeal. So to say that the edi- 
tors “had to start from scratch, for no information, facts 
or figures were available in any coherent form,” is not, 
we think, particularly well-chosen phraseology. Also, 
from our personal standpoint, we have been publishing 
the PACKAGING CATALOG annually since 1929, and we 
like to think that this publication has been a source of 
authentic packaging information, facts and figures. 
Seriously, however, the Package Omnibus is well- 
planned and conveniently indexed. It should serve as 
an invaluable guide to manufacturers who have lagged 
behind in the British packaging procession, and a most 
helpful reference to those who have commenced to 
appreciate what packaging can accomplish in the dis- 
tribution of merchandise. Further, as might be ex- 
pected from anything which is turned out by Creative 
Journals, Ltd., the typographical arrangement and 
illustrations are of high order. Each of the 300 pages 
is utilized to its greatest advantage both as to appear- 
ance and subject matter. ‘The binding also is particu- 
larly pleasing and effective. 


For Improved Package Design 


A cooperative plan which seeks to obtain improved 
design of packages and offers an opportunity for the 
student designer to become familiar with the details of 
package manufacture has been developed and is now in 
operation in Providence, R. I., as a joint effort on the 
part of the Rhode Island School of Design and_ the 
Providence Carton Association. 

Theoretically the program calls for the employment 
of two students (or more if the package manufacture) 
wishes to accommodate them) who alternate in the 


school and in the industry for given periods of time,’ 


and whose experience is extended over a term of 
months or years, depending upon the length of time 
necessary for the student to grasp the details of manu- 
facture, cost accounting, and other vital matters, upon 
the basis of which he or she may begin to design 
with intelligent understanding in the field involved. 

The task of the school is to give the student a prope) 
art education and design foundation before he is al- 
lowed to participate in the cooperative plan so that 
he will be able to adapt his creative ideas quickly to 
the case in hand. The school follows up in the situa- 
tion, also, through a coordinator, who sees that the 
student possesses and maintains the right qualifications 
for the job and who keeps records and files for proper 
checking purposes. The success of the student deter- 
mines his final graduation from the school and_ the 
receipt of his diploma. 

On the other hand, it is the duty of the manufac- 
turer to give the student every opportunity to study 
the plant operations, to use the equipment, within 
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CHRISTMAS Cellophanes and 
Special Holiday Papers 


will be sheet cut this year in greater proportions than 


ever before on the 


Beck Automatic Roll Sheeters 


Such materials cost money and should not be wasted thru wan- 
ton inaccuracies in sheeting. The Cut Register Attachment on a 
BECK machine will permit “spot cutting’ with surprising accuracy 
and so overcome waste. In the case of paper, the Curl Remover 
takes the most obstinate curl out and leaves the sheet perfectly flat 
for handling afterward. 


Do You Want to Cut Your Labor Costs? 





Then investigate these facts for yourself today. 





Our DEMI SHEETER for Small Work 
CHARLES BECK MACHINE COMPANY 


13th & Callowhill Sts. Philadelphia, Pa. 














INA 
USE ANILINE 


INKS 


WITH A REPUTATION 





originators of 
opaque aniline inks 





Opaque Aniline White *20682 for glassine, regular 
cellophane carton and paper stocks. 


Opaque Aniline Buckeye White *24881—Designed 
especially for moistureproof and _ heat-sealing 
cellophane. 


Opaque Aniline Yellow *21253—suitable for any 
type of stock. 


These immediate dry OPAQUE aniline inks 
work clean, are free from settling, and can 
be used alone or with various dyestuffs. 


CRESCENT INK & COLOR 


COMPANY OF PA. 
PHILADELPHIA 


Ne 
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IN YOUR PLANS FOR 


MODERNIZATION 







Consider 
The 
Advantages 


of 










WALDRON 
MACHINES» 


EQUIPMENT 


Operating economies, through 
increased capacity and output 
with lower unit costs, can be 
definitely secured with modern 
Waldron Machines for— 


te 
Coating, Embossing, Lacquering, 
Printing, Laminating, Impreg- 
nating, Gumming, Waxing, 
Winding, Slitting. Makers of 
Long Service Paper Rolls. 


JOHN WALDRON 
CORPORATION 


Main Office and Works: NEW BRUNSWICK, N. J. 
Chicago New York Portland, Ore. 





























NET WEIGHER 
ELECTRIC VIBRATOR 


FEED 
PRODUCTS 


Pulverized Coffee 
Tea 

Grated Cheese 
Nutmeg 

Cocoa, ete. 


PERFORMANCE 


Output up to 30 per minute on 
1 Ib. weights 

Range 2 oz. to 144 Ibs. 
Accuracy 1/16 oz. maximum 
Variation-major portion within 
1/32 oz., depending on product 


EQUIPMENT 
Vibrator on Feed Pipe 
= a Hopper 
Chute 
Variac control for speed 
Net weight scale, wing type 


No motor required. Simply plug into lighting circuit. Elec- 
tric impulses agitate product from supply pipe down 
through the entire operation. 


At last a simplified and economical Net 
Weigher for small weights of sticky products. 


FRANKLIN STEEL WORKS 
JOLIET (ROCKDALE) ILLINOIS 
50 CHURCH ST., NEW YORK 
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reason, and to experiment in his chosen field of de 
sign. But the manufacturer must not expect quick 01 
immediate returns. The job of education is a pro 
longed one and even with the most competent and 





THOMAS C. GREENE 


mature artist successful creative effort comes only by 
sheer industry, by quiet thinking and by a complete 
understanding of all the many specifications involved 
in the problem. 

The Rhode Island School of Design, which has been 
established 57 years, has a total enrollment of about 
750 day and evening students. The cooperative plan 
is under the supervision of Dr. R. B. Farnum, educa- 
tional director of the school. Collaborating with Dr. 
Farnum is ‘Thomas C. Greene, secretary of the Provi- 
dence Carton Association. 


Progress of All-America Exhibits 


To continue the itineraries of the All-America ex- 
hibits which commenced their traveis in March, imme- 
diately following the presentation of the 1935 awards: 

The exhibit which was shown by Storrs & Bement 
Company in Boston, and attracted considerable atten- 
tion there from March 16 to April 10, was presented to 
Harvard University, Graduate School of Business Ad 
ministration, and shown at Baker Library, Harvard 
Business School, Boston, from April 22 to May 2, to- 
gether with the 1935 Wolf Award packages. During the 
Tercentenary Celebration of Harvard University this 
year a special summer school for business executives is 
planned and a succession of exhibits such as those dis- 
played during the regular school year will be shown. 
MODERN PACKAGING understands that the All-America 
packages will be included in one of the exhibits. 

The third annual Babson Packaging Exhibit which 
was held in the Lyon Building, Babson Institute, Wel 
lesley Hills, from April 21 to May 9, included the All- 
America packages together with the prize-winning 
packages from the Wolf Competition, the “5 and 10° 
Package Competition sponsored by Syndicate Store 
Merchandiser, and the National Retail Dry Goods As- 
sociation 1936 Packaging Competition. ‘The exhibit was 
open daily from g:00 A.M. to 5:00 P.M. except Sundays 
and was under the direction of Bertrand R. Canfield, 

















director of the sales and advertising department of the 


Babson Institute. 
Che exhibit which was shown by Marshall Field & 


Company from April 15 to 2g at its store in Chicago, 
was featured at the regular weekly luncheon of the 
Chicago Federated Advertising Clubs on April 3. 

E. H. Gault, associate professor of marketing, Uni- 
versity of Michigan, reports that the All-America display 
shown at the School of Business Administration, created 
considerable interest. Approximately three hundred stu- 
dents, including all business students, spent considerable 
time in looking over the exhibit and it was felt that 
from an educational standpoint the use of this display 
was decidedly worthwhile. 

On April 22 the Advertising Club of Baltimore, at its 
regular weekly luncheon meeting at the Hotel Emerson, 
was addressed by D. E. A. Charlton, editor of MODERN 
PACKAGING, Who spoke on the All-America packages 
which were on exhibition there. 

Exhibits are scheduled during the forthcoming 
months at advertising clubs in the following cities: 
Houston, Tex.; San Antonio, Tex.; Jacksonville, Fla.; 
Vancouver, B. C.; Phoenix, Ariz.; Spokane, Wash.; 
Davenport, Iowa; Salt Lake City, Utah; Kansas City, 
Mo.; St. Louis, Mo.; Milwaukee, Wis.; Denver, Colo.; 
loledo, O.; Fort Worth, Tex. 

Subsequent issues Of MODERN PACKAGING will include 
reports of the progress of the traveling exhibits. 


Is the Cigarette Industry 
Going Rip Van Winkle? 


(Continued from page roo) mind—to the packager of 
pipe tobaccos, most of which are under the same con- 
trol as certain cigarettes. 

What then, has John Middleton done? Primarily, it 
revolves around the simple discovery that, since the 
tobacco package is one that is destroyed as used, its best 
chance to function as a selling agent is in counter and 
window display rather than in use. The prime requisites 
for a paper tobacco package are: first, display value; 
second, clean, appealing appearance when in use. ‘To 
achieve both of these ends simultaneously, the firm of 
John Middleton has used an embossed wrapper, printed 
with an overall light grey and diagonally bound with 
two red stripes that convey the “regimental” implica- 
tions of its name. And, so far as we are aware, this is 
the first time that a so-called fancy paper has been used 
as a wrapper in the tobacco industry. 

Simple, clean and short lettering, printed in blue 
on the grey background, identifies the name of the 
product and that of its blender. And that is all that 
appears to the eye when the package is seen in its dis- 
play container. On white panels on either edge of the 
package, appear the compulsory factory notice and a 
few words of copy regarding the maker and the manner 
of blending. Thus, by sheer restraint, a complete and 
all-sufficient package design has been composed of three 
simple elements super-imposed upon an unusual and 
pleasing background. To do less would be impossible. 
!'o do more, superfluous. 

In use, the package makes a fine appearance no mat- 
‘er what the color of the user’s clothes, for the neutral 
giey background goes as well with browns as with 














These designs are merely 
suggestions, and are not 
available as samples. 


ANYBODY’S PACKAGE 


Stock designs make a container “anybody's 
package." No matter how beautiful the design, 
“anybody's package" lends no individuality to the 
product it contains. It contributes no special sales 
appeal; it bespeaks no special quality. 

On the other hand, a molded container specially 
designed for your product will give it just the in- 
dividuality, oe the mark of quality that will set 
yours apart from competitors’ products and give it 
an outstanding sales advantage. 


You are invited to consult us regarding your 
packaging problem. 


CHICAGO MOLDED PRODUCTS 


CORPORATION 





2142 WALNUT STREET CHICAGO, ILL. 











ACT 


RUGGEC GNOMICAY 


PETERS 


Requiring no operator or at 
tendant, the standard Peters 
"Themco" cuts and stacks up 
to 55,000 sheets per hour, or 
twice that number with special 
attachments ... doing a big 
job in a few feet of floor 


space. 
THEMCO 
Sheeter 
and 
Stacker 


Cellulose 













The Peters ''Themco'' 
Sheeter is the most advanced and 
economical machine in its field, 
making possible savings of 179 
through roll-cellulose purchase. It 
also reduces storage off-sizes and 
damaged sheets to effect further 
savings for you. Slitter furnished 


with machine if desired. 


WACHINER’ COMPANY 


1. 
_ 2 gnd Factory 4, Kago, 

eneral po Avenue: Cc 
4700 Rave ae 
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WRITE— 


for full information 











SPECIALISTS 


in the manufacture of 


CAN & BOTTLE 
CLOSURES 








JET us quote you on your 
requirements. Hun- 
dreds of dies and molds 

available for Lead and Tin 
Collapsible Tubes, Aluminum 
and Nickel Plated Cork Tops, 
Polished Coppered Can, 
Sprinkler Tops, Screw Caps, 
Aluminum & Colored Zinc 
Capped Corks, Lead and Tin 
Coated Spouts, Metal Special- 
ties. Over 75 years’ experi- 
ence in meeting the needs of 





packagers. Call upon us for 
aid. 
CONSOLIDATED FRUIT JAR COMPANY 
New Brunswick ” New Jersey 














Printed and Die-Cut 
from a Roll of Paper 


Chambon automatic printing machines print anything from cello- 
phane to 35-point board in any number of colors, by letterpress, 
dry offset, or gravure, perform all finishing operations and de- 
liver the finished piece ready for use in subsequent packaging 
operations. Compactly designed, they require little floor space. 
Manufacturers are invited to submit their printing problems for 
detailed analysis. Write CHAMBON CORPORATION, 913 New 
York Avenue, Union City, N. J. Western office at 608 So. 
Dearborn Street, Chicago, Ill. 


CHAMBON 


Automatic Printing Machines 
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navies, with greys as well as with tans. And, being 
neutral color, it serves to set off the essentials of the 
design, to bring out the blue lettering and the red band, 
while itself preserving a clean appearance under ai! 
conditions. 

The same is true of the displays used in conjunction 
with the package. Built along the same lines of con 
servative and planned use of color, they consist of a 
simple tray-like box and a back panel die-cut in pleasing 
curved design and reproducing, slightly modified, the 
design of the package-face itself with the addition of an 
appropriate slogan regarding the tobacco. Obviously, 
thought has been given to the company’s principal out 
lets, the better grade of clubs and tobacconists. Yet, the 
appearance of the package and its sales appeal will be 
felt equally when it is placed in competition with all the 
motley mass of popular brands on any counter. 

It is true, Regimental Mixture is among the more 
expensive brands. But the principles involved in its 
design apply with equal if not greater strength to the 
field of popular prices. For the truth of this assertion, 
consider the experience in recent years of all those 
makers of popular priced items which reach down into 
the dime stores—manufacturers who have learned that 
good taste is not restricted to the higher income 
brackets, that good design and cleanliness of appear- 
ance pay dividends just as much when applied to ten 
cent items as elsewhere. 

John Middleton reports marked acceptance of the 
new package by both dealers and consumers. Yet this 
experience is necessarily restricted by the price class 
and type of trade the firm cultivates. How long, then, 
must the industry wait until some pioneering spirit 
seizes Opportunity and puts out a really modern, well- 
planned, clean-looking, eye-capturing cigarette or to- 
bacco package at a price for the millions? 

Credit: ‘To Welsh Paper Company for embossed 


wrapper paper. 





The compactness and utility with which pills, tablets, capsules, 
lozenges, and scores of other proprietaries may be samp! J 
packaged in glass containers is evidenced in the accompany 
illustration. These Kimble glass vials—retempered and 
free’’—are said to be ideally suited to the packaging of | 
tablets, pellets, salts, or other products requiring a smo 
easily carried container with a wide mouth. Kimble vials 1 
‘losed by corks, metal slip caps, combination cork and 
‘aps in many colors, and other specially designed 
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136 MODERN PACKAGING 


HONORED by an award 
in this year's packaging 
show...stepping up sales of 
gift cakes considerably... this 
molded Durez cake box is cer- 
tainly a package of merit. It is 
typical of Durez packages to 
combine practicability with 
get the last drop 


pleasing appearance, both of A B ET T E R P R 0 D U C T 
out of this new Rite 


which go to step up sales. 
Well bottle. Both 


DESERVES A BETTER PACKAGE cap and inner wall 


are molded of 

chemically inert 

P , ~ wae S Durez, which will 
Producers in highly competitive fields are constantly striving to im- 
prove the quality of their products. Large sums are spent annually 

for the maintenance of research laboratories with one single pur- 


INKWELL within 
an inkwell, lets you 


never corrode and 
cause clogging. 


SWAN from ugly duckling 
again! Look what Colgate has 


done with a shave stick! Trim, 
colorful, handy... itis a per- 
fect example of the extra sales 
appeal that plastics can give 
an old established product. 
And it will stay shiny, smooth, 
lustrous... for soap and water 


pose ... to make a better product. 

But, all too often perhaps, a product is judged out in the market- 
place by its appearance. And all too often an improved product 
does not look as good as it actually is. What have you done to 
improve your package... does it reflect the modern improvements 


i dull the finish. ; ‘ P 
iiaaladlaaeaaiaaaiaaae in your product? If not...investigate Durez. Molded Durez pack- 


ages have a smooth “quality” look which appeals to people... 
which makes the product itself more desirable. In short . . . they 


sell! We'd be glad to send you sample jars, boxes, closures, vials 
.. and “Packaging News” free each month. Write General 
Plastics, Inc., 125 Walck Road, North Tonawanda, N. Y. 


— D U Rig FOR BETTER PACKAGES 


FIRST CHOICE. After due delib- 
eration, Baker did as many an- 
other drug and chemical packer 
has done and specified Durez 
for the closures on their pre- 
scription chemicals line. Durez 
closures prove, time after time, 
to be more chemically inert to 
an entire line of chemicals than 
any other similar material. 


4 


HANDY! Small enough for 


vest pocke! or purse, capable 
of containing liquids or 
tablets, neat, shatter-proof, 
with a sieek, smooth finish 
... this Wheeling vial molded 
of Durez is tops in its field. 
Here you see it in two 
roles a container 
fo pra-Sel Tablets, 
sentinel styptic 

cil case, 


Sipte/a 


IN UNBREAKAGLE VIAL 
SENTINEL PRODUCTS DIVISION. 


SWANK lives up to its 
trade name...with these 
handsome Durez pack- 
ages. With lustrous black 
bases and shiny red tops, 
they catch and hold a 
c + 's eye. Chats e 
proof, light, and attrac- 
tive, they do plenty of 
point-of-sale selling. 














MOLDED COLOR’ FOR 
THE HOUSE OF SQUIBB 


Twice recently, E. R. Squibb & Sons have selected Molded Color 
for use in packaging their famous pharmaceutical products. 
Pure white Plaskon trays, holding either 25 or 50 capsules, offer 
a very convenient way of handling medicines made in that form. 
Additional protection for the capsules is provided and a second’s 
glance is sufficient to check one’s supply. The Squibb Adex pack- 
age was the first application of this helpful innovation which is | 
now used for several Squibb capsule containers. 
A lustrous Molded Color cap seals the container for Baby 
Dusting Powder—the latest Squibb contribution to healthful 
living. From a limitless range of non-fading Plaskon colors, dark 
blue was chosen to harmonize with the baby blue container. 
Miidedl beisestee. eShity’aend’ foe Plaskon—Molded Color—is being constantly employed to in- 
Nolaiadeidl dectcind sevotianeins hes crease the usefulness and improve the appearance of 
ommeniicx tte iiaeins Cie. a host of products. Its wide application by packagers 
eit tilinincs collthalahinn as well .bA- is the result of its being the most colorful plastic, and 
cause they do not corrode and ‘rust, one of the most adaptable to modern packaging. F 
Plaskon Company, Inc., 2122 Sylvan Ave., Toledo, O. 47q J 


and do not seize 
The Squibb trays and cap are molded by Colt's 
Patent Firearms Co. of Hartford, Connecticut. 


PLAS KON COMPANY | 
i | | |) é 
2122 SYLVAN AWE., TOLEDO, OHIO ; | 
CANADIAN AGENTS: CANADIAN INDUSTRIES LIMITED, MONTREAL, b 0 
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